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Advertiser's 
Weekl 7 


THE ORGAN OF BRITISH ADVERT NG 


THE GREATEST POPULAR 
WEEKLY SELLING FORCE 
IN BRITAIN! 


National advertisers throughout the year 
continue to invest more money in WOMAN 
than in any other popular weekly in Britain! 


WOMAN’s ABC Certificate shows by far the highest 
weekly net sale among popular weekly magazines in 
Britain ! 


WOMAN has more readers than any other women’s 
weekly in the world! 


For everything needed by women, and for the vast 
majority of the products needed for home and family, 
advertising in WOMAN ensures the best value for money! 
Study it as you will—sale—influence—quality of production 
—prestige—on every count WOMAN claims an unbeatable 
position in every campaign! 


Woman 


Member ABC 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2, ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE a 
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ACME 


Technical 


Accounts 

Sir,—Geoffrey Dadd’s com- 
ments (November 8) regarding my 
contentions on the handling of 
technical accounts were extremely 
interesting. 

Many of the points he raises 
are ones which must inevitably 
settle down as matters of opinion. 

His third paragraph forces me 
to rise to the bait for two 
reasons: firstly, that | am speak- 
ing from experience of 25 years, 
and secondly, that the agency to 


_ which [ belong was commenced 
_ by an engineer and has retained 


ea 


ha easesbeninapsnioet se 


Ara tad SI tc a 


an interest in technical problems 
ever since, despite the fact that it 
is very definitely a general 
agency. I can, therefore, 1 hope, 
see from both sides of the fence. 

As regards the question of 
extra-advertising services, such as 
nomographs, I have, indeed, 
utilised this method of presenting 
facts on more than one occasion. 

I felt quite sure that my asser- 
tion at the end of the article 
would cause astonishment. Mr. 
Dadd raises a perfectly reason- 
able question when he asks: 
“How can an agency man inter- 


' pret facts the nature and signi- 


<3 er 


Pe 


ficance of which calls for tech- 

nical knowledge and experience?” 

To that I would say: “How can 

a man fully versed in, say, aero- 

dynamics be equally authorita- 

tive on, say, the handling of high 
voltage electrical currents?” 

J. L. McEWAN, 

Director. 

Greenly’s Ltd. 


Credit Where It 
Be Due 


Sir,—Mr. Thielé, in his letter 
which appeared in your issue of 
October 18, is, of course, quite 
right factually. The claim for the 
poster at York station being the 
first in railway history to be 


To The Editor.. 


illuminated by ultra violet ray 
is confined to posters issued by 
the Railway Publicity Depart- 
ment to advertise purely railway 
facilities. 

Just about the last thing | would 
wish to do would be to steal 
credit from Yardley’s, for whose 
excellent illuminated mural relief 
advertisements on many sites (in- 
cluding railway stations) I have 
the greatest admiration. 

S. W. JESPER, 

Public Relations and Publicity 
Officer, North Eastern Region, 
Railway Executive. 


Fluorescent 


Windows 


Sir,—William Rapley (Novem- 
ber 1) claims some proud place 
with fluorescent colours in adver- 
tising display. 

As display manager to the 
Yorkshire Electricity Power Co., 
of Leeds, I had made eight win- 
dows each sprayed with red 
fluorescent paint, which, in dark- 
ness, looked floodlit with red 
ut This was on November 


W. JONES, 
Director, 
Wiley Displays Ltd. 
Bradford. 


Research Queries 
On Screen Ads. 


Sir,—In your issue of October 
25 a report of a speech on media 
research given to the Regent 
Club by Harry Henry of Market 
Information Services, implies (a) 
that it is difficult to carry out 
research- into screen advertising 
because cinemas are on the aver- 
age only one-third occupied when 
advertisements are shown, and 
(b) that! cinemas are, on average, 
more than one-third occupied 
when material other than adver- 
tising is being shown. 

I am wholly at a loss to under- 
stand why empty seats, any more 
than unsold copies of a magazine 
or newspaper, should make it 
difficult to carry out normal 
media research? Viewership and 
its composition must, like reader- 
ship, be checked by interviews on 
the doorstep, Similarly attention- 
value and memorability have to 
be checked after the show is 
over. Since about half the British 
population over the age of five 
goes to the cinema once eve 
week, we—or rather Researc 
Services Limited on our behalf— 


are not finding it particularly 
difficult, despite the empty seats, 
to secure an adequate sample for 
our inquiries. No more difficult, 
presumably, than the Hulton 
Press found it during those years 
when their admirable survey still 
contained basic information 
about the cinema audience. 

As for implication (6) surely 
nobody in his right mind is going 
to believe that a large percentage 
of the audience stampedes out of 
a cinema the moment advertise- 
ments appear on the screen; nor, 
alternatively, that large numbers 
delay their arrival until the ad- 
vertising is over? 

In order to fill the one-third of 
seats in all cinemas in Great 
Britain every week, half the 
British population over the age 
of five has to go to the pictures 
weekly. Total seating capacity 
is well in excess of population, 
i.e. 72 million as compared with 


IN THIS ISSUE— 
Two-point Plan For Outdoor 
Advertising Controls Revision— 

page 355. 
NEXT WEEK’S issue will include 

a Market Survey of Holland. 


45 million over the age of five. 
In order to fill all seats in all 
cinemas every week we would 
need the help of all British 
babies, 4 million, the British dog 
population estimated at 3,900,000, 
the British cat population esti- 
mated! at 5,700,000, and even then 
we would have to throw 
13,500,000 budgies (population 
unknown) into the bargain. 
INGRID MILLER, 
Sales Promotion Manager, 
Theatre Publicity Limited. 


Compensation 
Query 


Sin,—Y our very interesting and 
timely message on planners and 
compensation is welcomed, but 
should not the three conclusions 
apply also to the refusals by 
Planning Authorities for new sites 
as We have, in each case, obtained 
the fundamental, namely the 
owner's consent 

F. HARRISON, 
Manager, Accrington & 
District B.P. Co., Ltd. 

(Mr. Harrison’s suggestion—that 
compensation should be paid in 
respect of refusals of projected sites 
—is not likely to be upheld in law. 
There is an essential difference 
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between the compulsory deprivation 
of an established site and refusal 
of one projected. 

In the first instance there is a 
tangible asset, of value both to the 
contractor and site owner, 
has been legally established. De- 
privation of such an asset should be 
ground for compensation. 

In the second, there is no asset, 
as the owner's right to give consent 
to the use of a site for advertisement 
purposes has been taken from him 
by the Act. He only obtains such 
a right if consent is granted. It can- 
not be argued that refusal in itself 
deprives him, or the contractor, of 
anything they already possessed. 

It is doubtless a hardship for site 
owners to be unable to let their 
sites, and for contractors to be 
unable to hire them, but this kind of 
hardship is a common consequence 
of all laws that restrict freedom of 
action in what is deemed by legisla- 
tors to be the good of the com- 
munity.—Editor.) 


Making Ads. Work 
For A Living 

Sir,—1 hasten to applaud Mr. 
Usher's letter in your issue 
November 1 on the subject of 
Building Society advertising. 

“Copytaster’s” views upon this 
point do not always represent 
those of the average hard work- 
ing advertising man, who has to 
make advertising work for its 
living. 

1 do hope that you will not 
take Mr. Usher’s outburst too 
much to heart and put a curb on 
“Copytaster.” He is always enter- 
taining. which usually softens any 
hard feeling we may have to- 
wards him because we disagree. 
Most of us can always console 
ourselves with the stark fact that 
any advertising man who fails to 
observe the simple fundamentals 
outlined by Mr. Usher will not 
prosper long in the profession. 

A. CAMPBELL-GIFFORD, 
The British Bata Shoe Co., Ltd. 


Forty-one advertisers sponsored 
a half page ad. for Poppy Day 
which appeared in last Fridays 
Lancashire Evening Post. 


FROM CREAy 


NE IDEA TO FINISHED PRODUCTION 


(LEVER 


¢ ORIGINAL 
SHwOWCARDS 


OLOUR PRINTERS 


VERTISING DISPLAY Lav 


88, CHARLOTTE STREBT-LONDON-Wi 
LANGHAM 5351/2 
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ATHIS ADVERTISEMENT IN RADIO TIMES 


A SINGLE 
INSERTION FOR 
THOS. COOK 
& SON LTD. 


EFFECTIVE LDF E cgi — ) SFINE 48 
ss PO AE BOOK 


«a ; POST THIS ¢ 
\\) * Thos. Cook & Son Ltd. — the 

‘ friends, advisers and guardians COUPON AW m 
of many who travel en holidays ' : 
abroad — informed the readers NOW ae thi 
of the RADIO TIMES in the 


issue dated 20 January 1950, & 
that. a copy of their famous 
continental holiday programme rf 


was to be had for the asking. lperxecey sr. LONDON, 
. They booked an_ eighth-page 
++¢ solus on the Saturday afternoon 
t Light Programme page. 


t Thos. Cook ‘came home’ with 
fttitt 13,858 replies. 


f= They paid for the space the 
i= usual modest £450 (the rate 
+ prevailing at the time) and their 
+ cost_per reply worked out at Friday, 27 January 
; 1.7934. Saturday, 28 January 
W. D. C. Cormack, Publicity (position date) 3,586 
Manager of Thos. Cook & Son . ‘ 
Ltd., is to be congratulated on Then the issue was finished! 
the results obtained as, however 
= good a medium may be, it is the And so 11,203 replies were 
actual advertisement that pulls. | sent out before the issue became 
£ A fine advertisement it is—a | ‘dead’! After it was ‘dead 
fH message at a glance. Small another 2,655 replies arrived, 
wonder that it pulled so well. the last reply reaching our 


friends on 19 July. A six mont! 8° 
The graph opposite shows | ‘life’. 
what has actually happened. 
The Thos. Cook advertisement In the case of Thos. Cook the 
was positioned on Saturday’s | three periods work out as follows : 
+ (28 January) programmes. One 
hundred and seventy-nine replies | 1. Pre-peak period 
were sent off by readers before 7,617 55.0 per cent. 
publication date. 


2. Peak Perry 
The following table will show |- »240 =—_-37.8 per cent. 
if ; tit: how many people must have 
SUEEEEEESEEREEee looked up the Saturday pro- 
Ara. r grammes in advance. We shall 

2s; assume that replies arriving on, 
+H HEE say Friday, were posted on 13,006 
33 Thursday and that the day of 
posting is the day when the Thomas Cook has secured a 
Saturday programmes were | very high percentage of replies 
studied : in the pre-peak period before 
Wednesday, 18 January 21 | readers started to study the 
Thursday, 19 January 158 | Saturday’s programmes on which 
Friday, 20 January the advertisement was positioned 


icath which shows how great was the 

' (publication date) 571 interest in their announcement. 
Sunday, 22 January 2 The peak period began the 
* Monday, 23 January 41 | following Monday and lasted 


Tuesday, 24 January 2,613 | for six days. 


OF REPLIES iN HUNDREDS 


100.0 per cent. 


NUMBER 


Member of the Audit Bureau of Circulations 


FOR ADVERTISEMENTS WiTn THE ELOMGEST PULL 


All enquiries to; Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 
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Print Speed-up Inquiry: Group 


[Bright Tacos | Opens Trade ‘Forum’ 


AIM TO REGULATE RIVALRY AS LITHO 
AND LETTERPRESS STANDARDS RISE 


ATs 
4 2 


Goodwin Barsby & Co., Ltd., intro- 
duce a touch of light relief to their 
stand at the’ Building Exhibition at 
Olympia. “Mr. Win" (pictured 
above), one of the firms Minor 
Mixers in disguise. speaks to visitors 
to the stand and also to his 
colleague, another cisguised mixer, 
“Mr. Good.” Their theme is that 
in quality and perfection the firm's 
mixers speak for themselves. 


This triple-purpose container has 
been made exclusively for William 
Evans & Company, makers of 
Ridler’s Cider, by The Metal Box 
Company Lid. The pack was 
designed by Arthur S. Dixon Ltd., 
advertising agents for Ridler’s Cider, 
in conjunction with Metal Box. 

A gaily-coloured carton containing 
three quarts of cider, can be dis- 
played at point of sale. 

After being used to carry the 
cider home (as pictured), it can be 
turned over to the children as a 
model theatre complete with scenery 
and the whole cast of “‘Cinderella.” 


An inquiry into the better 
apportionment of the volume 
of printiog obtainable, as 
between litho and letterpress 
printers, bas been launched 
by the Simbull Group through 
the medium of a monthly 
Bulletin. 

Responsible for this new 
development is Alfred Rose, 
promotion consultant of the 
Group, which, comprising the 
Simbull Lithographic Co., Ltd., 
Express Litho Services Ltd. and 
the South Bank Printers Ltd., 
does both letterpress and litho 
printing. 

“If the litho side of the trade 
were to take over as much of the 
printing as it is competent to 
handle” (states the November 
Bulletin), “the letterpress side 
could devote itself entirely to the 
work which it alone can fittingly 
deal with. The idea makes sense, 
in theory, in that the letterpress 
facilities available are inadequate 
in respect of both costs and 
deliveries; there is more than 
enough printing obtainable to 
enable every printer in the 
gountry to work to capacity; and 
there are limits to what litho can 
do as compared with letterpress 
printing. 

“It already operates to the 


extent that litho is fast gaining 
ground and is driving letterpress 
printers to take counter-measures, 
with the result that the general 
average standard of both litho 
and letterpress is rising, and that 
the printing trade as a whole, is 
markedly improving its sales 
promotion. 

“The idea, therefore, is really 
to speed up the process, and 
regulate it, so far as it is to the 


L.A.C. FUND: 
£5,000 OVER 


ADVERTISER'S WEEKLY under- 
stands that a balance of £5,000 
is left over from the International 
Advertising Conference Fund to 
which £40,000 was contributed. 


common interest of the printing 
trade, of print buyers, and of the 
public, that this should be done.” 

Two thousand copies of the 
Bulletin have gone out to printers, 
print buyers, authors and others 
concerned with print. 

It is intended that six people, 
each representing a different 
interest in the problem, shall con- 
tribute to the next issue 

Purpose of the inquiry is to 
help the Simbul] Group to further 
the various interests that depend 
on printing. 


Strike 
Threat 
In Dublin 


Gmine notice terminating 

on November 22 has been 
served on Dublin mnews- 
papers and printing houses 
by the Irish Transport and 
General Workers’ Union, 
which is seeking parity of 
wage increases with mem- 
bers of craft unions. 

Earlier this year members of 
craft unions were granted an 
increase of 16s. 6d, per week. 
At the same time LT.G.W.U. 
workers—mostly van drivers 
and porters—were given a 
12s. 6d. per week increase. 
These men now want an extra 
4s. The Dublin Master 
Printers Association refused 
this and the strike notice has 
followed, 

The dispute affects all printing 
houses in Dublin with the ex- 
ception of a few small firms 
which are not members of the 
D.M.P.A. 
is understood that the weight 
of the demand for a strike has 
come from the employees of 
the jobbing houses, and the 
action has not the entire sup- 
port of LT.G.W.U. workers in 
newspapers. Nevertheless the 
papers—three morning, two 
evening and two Sundays—may 
be forced to cease publication 
unless settlement is reached 
before the end of next week. 


Eacn copy of LONDON OPINION, 


passing from hand to hand, 


spreads its good humour among an ever-widening 
circle of readers — to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 


LONDON OPINION 
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PRESS NEWS & PROSPECTS 


‘Observer’ Man Is Chosen 
To Direct Press Institute 


E. J. B. Rose, literary editor, 
Observer, has been released to 
become director of the Inter- 
national Press Institute. He will 
assume this post at the Institute’s 
headquarters in Zurich, next 
month, 

With a @g 
small _inter- 
national sec- 
retariat sup- 
ported by 
grants from 
the Ford 
and Rocke- 
feller — Insti- 
tutes, the 
L nternational 
Press Institute 
is an organis- 
ation of 
editors from 
the free 
countries of 
the world and 
is dedicated 
to preserving 
and strength- 
ening the free Press and to inquir- 
ing into problems of journalism. 

National committees whose pur- 
pose is to recruit members and pro- 


E. J. B. Rose 


* mote the Institute’s aims in their own 


areas are already operating in 21 
countries, and others are being 
organised in about 30. 

A strong British committee com- 


riSes : Lo . M. D. Pringle 
mes), and the A ats vedo, 
Guy peg ge chair- 


man of the Aa «Ae J. Fn 

Watson (Scotsman), British member 

of the Institute’s executive board; 

A. P. Wadsworth ( 

R. J. Cruikshank (News 
and Harold Grime 

(West Lancashire Evening Gazette). 

Chairman of the executive board, 

on which 15 countries are repre- 
sented, is Lester Markel, Sunday 
editor, New York Times. 

The secretariat will execute plans 
and projects, publish a bulletin, and 
act as a_ clearing House .on all 
matters affecting the Press, such as 
new legislation that mi 7 threaten 
Press freedom; stated . Rose. 

Mr. Rose is taking over the 
directorship for at least three years, 
during which time the secretariat is 
supported by grants; and after this 
period it is hoped that maintenance 
will come from newspapers of the 
free world. 

Aged 42, Mr. Rose was educated 
at Rugby and New College, Oxford. 
During the war he was a wing 
commander and, later, deputy 
director of Intelligence at the Air 
Ministry. Subsequently he was 
manager of Reuters Feature Co. 
He joined the Observer in 1948 

He will be succeeded as literary 
editor by Terence Kilmartin, at 
present assistant literary editor. 


Spotlight On 


Over 250 circulation men and 
their guests attended the annual 
dinner dance of the National Press 
Fellowship (South Wales) at the 
Park Hotel, Cardiff. Chief guest 
was A. E. Ashwell (C.M. Daily 
Mirror and Sunday Pictorial) and 
other Press executives on the top 
table were Rhys Thomas (Sunday 
Dispatch), H. D. Rochez (The 
People), W. G. Pyatt (Reveille), 
R. P. Chappell (Newnes-Pearson), 
A. P. Davies (Amalgamated Press), 
H. F. Knox (Odhams). 

Mr. Ashwell commented that 
there was a tendency on the part 
of some retailers to close down on 
Sundays at an early hour and so 
miss sales, 

He felt that a combined effort 
would help to put Sunday circula- 
tion figures back on the pre-price 
increase level. 

* * * 
As an incentive to wholesalers, 
ag oe! of Ti Observer and 
Sunday Times have increased 
wholesalers’ commission by a 4d. 
and 14d. per quire respectively. 
* * * 

Plans by the News of the World 
to put their new T.V. Comic 
through Sunday agents and whole- 
salers caused comment by the 
Newsagents Federation, 

At the North East District 
Council of the Federation the 
National President, A. J. Bedelle, 
said it had been promised that sup- 
plies would be at = per cent and 
that they would only go through 
the normal trade channels. 

° * * * 

Annual conference of the 
National Society of Provincial 


Sunday Sales 


Wholesale Sunday Newspaper Dis- 
tributors will be held at Weston- 
super-Mare on May 14, 1952. E. 
Hatfield (Reynolds News) will be 
chief guest at the conference dinner. 


* * * 

The Daily T October 
sales were 20,000 up on the previous 
month. 

* * 


Tribute to the service of A 
Mason (C.M. of the Radio Times} 
gag id at the Uxbridge Branch 

Newsagents ederation 
, Circulation of Radio Times 
had risen from three to eight million 
since he took over the post said 
W. A, Leader who welcomed the 
guests. 
* * 


Imposition of a tax in Eire on 
imported British Sunday papers will 
be discussed at the Party conference 
of the Fianna Fail (Government 


rty). 

— * * * 

Two come a for children 
will be stage The Star before 
Christmas. oan s 1“ The Star fifth 
annual carol festival for Odeon 
and Gaumont Children’s Cinemas 
Clubs will be held at the Odeon, 
Leicester Square, on December 21 
Nearly 150 choirs will compete in 
eight area finals covering London 
and the Home Counties. Publicity 
plans include the exhibition of a 
trailer film which will be shown at 
West End cinemas during the o~ 
night before the grand finals. 
December 18, 6,000 children a 
the ages of 10 and 14 will be the 
guests of Cyril and Bernard Mills 
Circus at Olympia. 


New H.Q. For 
‘Express’ 
Services 


London Express News and 
Feature Services, w!:ich supplies 
news, features, and pictures to 
more than 200 pal vers all over 
the free world, has moved into 
its new five-floor building at 
41-42 Shoe Lane. 

This huge organisation has 
three main functions, .William 
Aitken, general manager, ex- 
plained. They comprise: a 
news service for overseas papers, 
some of whom have their own 
correspondents here and for 
some of whom this concern acts 
as editorial representatives; a 
feature services syndicate; and a 
picture service with a daily dis- 
patch of prints and plastic blocks 
by air. Many other functions 
are performed by the organisa- 
tion as editorial representatives. 

The three top floors of the 
building are occupied by offices 
of the London representatives of 
foreign papers and magazines 
who take the Express organisa- 
tion’s news and features, though 
many other such representatives 
with offices elsewhere in Fleet 
Street are also supplied. 

David Roberts, editor, said 
that his department supplied 
plastic blocks to at least fifty 
papers in many parts of the 
world and had a teleprinter link 
with Germany and Scandinavia. 
J. Dawson is manager. 

Mr. Aitken, the general mana- 
ger (who is Lord Beaverbrook’s 
nephew), is M.P. for Bury St. 
Edmunds. 

. 
Three-Fold Campaign 
Is Planned 

Collins Magazine Press advertis- 
ing the campaign for 1951/52 will 
include series of display advertise- 
ments in: Manchester Guardian, 
The Scotsman, Observer, Sunday 
Times, Times Literary Suppiement, 
Punch, The Listener, New States- 
man, Spectator, Country Life, 
Countryman, Gesgraphicdh Maga- 
zine, Blackwoods and _ Teachers’ 
World. The first part of the cam- 
paign, which will be in three sec- 
tions, commences to-morrow 
(Friday). During November afid 
December over 50,000 brochures 
setting out the aims of the magazine 
will be sent by direct mail to selected 
lists of parents and headmasters. 
John Verney has been commissioned 
by Collins Magazine to do a series 
of full colour covers. 


A.P. Interim 

-Amalgamated Press have declared 
an interim dividend on the 10s. 
pone shares of 4 cent 
actual, less income tax at 6d. in 
the £, for the year ending February 
29, 1952. 

This dividend is in respect of an 
issued Ordinary share capital which 
was _ increased by £600,000 to 
£2,400,000 on September 18 last, by 
the issue as a nus to Ordinary 
shareholders of 1,200,000 additional 
Ordinary shares of 10s. each, and 
compares with an interim divi 
last year of 5 per cent on the 
capital then in issue. 


Novemser 15, 1951 


PROMOTION 
PLATFORM 


This is: the striking cover for a 
promotion booklet issued by 
“Field.” A map of Great Britain 
shows the breakdown of circulation. 


-« specialized attention to men... 


A 16-pages se.ni-stiff folder has 
been produced by Yo 
to promote “Men Only” an 
advertising medium. fae ~ 
illustrated with  sketch-drawings 
(example reproduced) against a 
yellow background it records that 
the net monthly sale figure is 
140,000; that more than 200 adver- 
tisers used the journal this year. 


In view of the increased ee - 
development in their area, 
“Wokingham and Bracknell Times” 
has embarked on an_ expansion 


policy both in circulation and 

increased advertising. The scheme 

is supported by 16-sheet posters and 
display cards shown above. 
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London Transport Publicity Ties Up With 


‘Tradition Of Superlative’ 


POSTER PAIRS WORK FOR A LIVING: 
FAMILY TOUCH IN SUBURBAN PRESS 


To “maintain the tradition of the 


London Tr rt licity said its chief 
we Dodece- Well, addressing the Railway Students’ 


officer, George 
Association ia 
Wednesday. 

He added: “We believe that we 
lead the world in matters of rail- 
way car and road vehicle design 
and in the efficiency with which 
we provide for the operation and 
maintenance of our services. 

“Impressing this on the public 
mind in pursuit of traffic sales 
calls for an equally high standard 
in publicity presentation. Well- 
designed, well-placed _ legible 
postérs and notices about our 
facilities are as complementary to 
the efficient operation of pas- 
senger transport as are buildings 
in which aesthetic quality 
enhances functional fitness. 

“For example, our pictorial 
posters—now an established part 
of London life—are a contribu- 
tion to the attractiveness of our 
capital. But behind them and 
every other aspect of London 
Transport publicity is the prin- 
ciple of fitness for the primary 
purposes of arresting attention, 
providing factual information, 
guiding and informing the travel- 
ling public, increasing the demand 
for our facilities and building up 
that confidence and goodwill 
which oils the wheels of a great 
transport undertaking and, in 
consequence, contributes to our 
revenues.” 


New Policy 

Mr. Dodson-Wells said that 
during the past few years a new 
policy had governed the display 
of London’s Transport’s “world 
famous pictorial posters.” At 
one time they were purely 
prestige, now they had to work 
for their living. He added: 

“We have managed to preserve 
their aesthetic quality by dividing 
the quad royal size, which is the 
standard for our map posters, 
into two, and by evolving a series 
of pair posters. One is the eye- 
catcher, the picture which -arrests 
the attention and causes the 
passer-by to stop and look. And 
as he looks his eye is carried to 
the second of the pair carrying 
its traffic-stimulating message— 
how to get about London—how 
to get about London’s country— 
what kind of seasonal services we 
are running and so on.” 

Posters displayed on the street 
shelters. on station sites, and bus 
stop vanels were “incomparably, 
the best publicity sites in the 
London area and their influence 
on the travelling habits of the 
Londoner must be incalculable.” 

Newspaper advertisements also 


Lendon on 


” is®the$aim of 
relations 


had to work for their living but 
while some were straight-forward 
traffic announcements, others had 
a more general appeal. 

Speaking of the 207 local news- 
papers in the London Transport 
area, Mr. Dodson-Wells said: 

“We carry advertisements in a 
varying number each week—ad- 
vertisements of purely local faci- 
lities—how to get to the Church 
féte, special excursions to London 
and other places, advantageous 
alterations in our timetables and 
that sort of thing. 

“These advertisements are 
specially drawn up to the require- 
ments of the operating depart- 
ments and in a style suitable to 
the intimate character of these 
newspapers, which are almost 
friends of the family in ‘many 
places. 

“Advertisements in them often 
have the value of the advice of a 
family friend and they play a very 


real part, through suggestion and - 
information, in the stimulation of 


traffic.” 


P.R. SPENDING 
UNDER REVIEW 


Asked in the House of Com- 
mons on Monday whether the 
Government would reduce the 


regional work of the Central 
Office of Information with a view 
to effecting economies the Prime 
Minister said this work would be 
included in the review of 
Government expenditure now 
being undertaken by the Chan- 
cellor of the Exchequer. 
Advertising for a director of 


public relations for the Ministry - 


of Food at a salary of £1,500- 
£2,000 was also queried. Major 
Lloyd George said that applica- 
tions for the post had been 
invited because the present 
director had resigned. He said: 
“I am quite prepared to look jnto 
this matter because my mind is 
by no means made up upon it.” 


Road Safety In 


Rangoon 


British posters and films on road 
safety are helping Rangoon authori- 
ties in their efforts to reduce acci- 
dents. Over 5,000 Burmese, includ- 
ing senior pupils from 26 schools, 
attended an exhibition on road 
safety held in Rangoon by the 
—_ Council, 

view were posters issued by 
the Royal Society for the 
tion of Accidents and a large model 
of part of Rangoon complete with 
vehicles, road signs and pedestrians. 


Pictured at the “Vogue” advertising award 
party:—Norman Moore, chairman of S. H. 


.. R. A. F. Williams, advertise- 


ment director of Condé Nast Publications 


Ltd., and Robert Freeman, of the Robert 
Freeman Co., Lid., and Mrs. Freeman. 


Trade Journal 
Aids U.S. 


Government 


“Unfortunately,” states the 
Laundry Journal, “the date ‘hey 
‘ixed for estimates to be received 
‘was . . . too late for the engineers 
to read and act upon it. So 
Laundry Journal had it duplicated 
and copies sent to all machinery 
manufacturers and suppliers who 
were on their list.” 

Directors of several laundry 
engineering firms have telephoned 
the editor to say that they were on 
their way to Germany to attend a 
conference where details of requii 
machinery would be announced. 
They added that, but for the prompt 
co-operation of the Laundry 
Journal, British firms would not 
have had the opportunity of quot- 
ing for orders worth up to £70,000, 


Map Men Fly 
To Holland 


Following the recent visit to 
this country by representatives of 
Merapi, the advertising agency at 
The Hague, B. Davis (governing 
director) and E. L. Silverstone 
(director) of the Davis Advertising 
Service Ltd., Manchester, flew to 
Holland on Monday for further 
consultations on the possibility 
of Dutch advertising sites being 
installed in Britain. They also 
plan to visit Paris to set up a 
similar organisation to that in 
this country which will provide 
Maps at various points combined 
with advertising. 

Merapi_ recently announced 
their hope of installing advertis- 
ing “boxes” on British railways. 


. 

Fashion Ads. 
*,@¢ . 
Criticised 
Insufficiently direct appeal, 
dearth of good fashion artists, 
and out-of-date name blocks are 
among the faults of present-day 
fashion advertising, according to 

B. Fishenden, editor of 
Penrose Annual. 

At Vogue's Fourth Annual Ad- 
vertising Awards reception, he 
said that the poses adopted by 
some models did not display the 
garments to the best effect, and 
often the garment was made sub- 
ordinate to properties, He 
deplored the fact that there were 
not more drawn advertisements. 

Name blocks, he felt, could 
easily be modified to bring them 
into line with modern ideas. 


Elected To LLP.A. 
Fellowship 


The following associates of the 
Institute of Incorporated Practi- 
tioners in Advertising have been 
elected to fellowship: Guy 
Biddle; E. J. Biggs; R. S. Caplin; 
Lt.-Col. R. Goldsbrough, O.B.E.; 
Creighton Griffiths; J. W. Hob- 
son; Clifford B. Martin; T. D. 
Morison; and P. B. Nicholas. 
Membership of Napper, Stinton, 
Woolley Ltd. has been transferred 
from registered to that of Incor- 
porated Practitioners and John 
Tait & Partners Ltd. have been 
admitted to membership as Incor- 
porated Practitioners. 


Good Old Days 


_ An advertisement which they 
inserted in the Illustrated London 
News in December 1853 is repro- 
duced by Findlater, Mackie, Todd & 
Co., Ltd., in their 1951-2 wine list. 

It_ offered “half-dozen hampers 
for 20s.” containing one bottle each 
of finest French brandy, Scotch or 
Irish whisky, Jamaica rum, gin, 
port, and sherry. 
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New Method Will Protect 
Showeards and Brochures 


A new method of adding a 
protective finish to showcards, 
brochures and other print matter 


—the Celloglas method — has 
been introduced by a _ newly 
formed company, Celloglas 


Limited. This method laminates 
print matter with Clarifoil, the 
cellulose acetate film made by 
the plastics division of British 
Celanese Limited, by means of 
adhesive. Hitherto the heat 
method has been most prominent 
for lamination. 

The process was discovered jin 
Denmark by A. Wilkins, 
director of Day & Wilkins 
Limited, who has obtained the 
sole rights for the U.K. and 
British possessions overseas. 
Although the machine employed 
is 25 ft. long and cost £5,000 it 
is extremely easy to operate. It 
is the intention of the Celloglas 
directors to sell a limited number 
of these special machines to 
printers or paper converters in 
different regions throughout the 
country. 

Twenty thousand brochures 
were recently treated with clarifoi! 
by Celloglas Ltd. with less than 
a 2 per cent wastage. 

Thinness of the protective 
finishing after application by the 
Celloglas adhesive method is 
another attraction. It measures 
only one thousandth of an inch. 

Celloglas Ltd. claim that with 
their method the print matter can 
be bent and creased without the 
finishing cracking, making it 
particularly valuable for cut-out 
showcards; it will not burn; it is 
waterproof and can be used on 
outdoor posters; and it is wash- 
able—Shell are using the method 
for laminating a series of charts 
in garages. 

: In face of heavy handling 

| brochures, book jackets, show- 
tcards--the protective film will 
bnot rip off. Any job can be 
Pguillotine-trimmed, or cut up 
tfrom the reel, after processing. 


At the Cafe Royal on Monday the 
Radio Industry Council launched a 
scheme for awarding premiums to 
non-professional writers of technicai 


articles. Walter York, chairman of 
the public relations committee, said 
he thought that the professional 
writers would benefit by manufac- 
turers becoming gradually more 
ready to release information. From 
left to right are H. §S. Pocock, 
director of Associated Iliffe Press; 
Walter York, chairman P.R. com- 
mittee of the RAC. and publicity 
manager of E. K. Cole; and H. G. 
Foster, editor of “Electronic 
Engineering.” 


. 
Wire Reference Year 
i ° 
Book And Directory 

An error appeared in the review 
of Wire Reference Year Book And 
Directory, published in our issue of 
November 1. Yo correct any mis- 
interpretation, it- should now be 
made clear that no charge was made 
for any of the six thousand odd 
entries published under twelve 
hundred classified headings, nor for 
entries in the alphabetical index in 
which firms gave details of their 
agencies, branch offices and export 
and overseas agents. 

The Wire Book is published at 
. by T. Owen & Son (Printers) 
td. 


Ad. Managers Warned Of Power 
And Pitfalls Of Persuasion 


That advertising has an enor- 
mous power for good and evil 
and that the freedom of the Press 
is its “one solid gain” was con- 
tended by E. H. Williams (per- 
sonnel manager, Affleck & Brown 
Ltd.) in a talk on “The Social 
Consequences of “Advertising” to 
the Manchester branch, Incor- 
porated Advertising Managers’ 
Association. 

The problem of selling quickly, 
and with it the art and craft of 
persuasion, was at the centre of 
advertising’s social problem and 
moral responsibilities, he said. 
Advertising “created an artificial 
obsolescence of goods,” and the 
need to sell quickly required that 
there must be a frequent change 
in goods in order to create the 
impression that they were better. 


This urge to sell quickly 
resulted in “the constant waste of 
half-worn articles, a factor con- 
tributing to the building up of 
sales programmes on an esti- 
mated sales figure which is based 
on a potential, the basis of which 
is hope.” 

The most profound social 
consequences of advertising was 
the development in the art of per- 
suasion, he believed. “Here you 
have millions of people subjected 
to the daily dose of striking 
posters, neon signs, pictures, 
words, and exhortations every- 
where they turn or look. They 
become schooled to being led, 
they cease to think for them- 
selves, they act as automata. 
They are malleable material for 
unscrupulous rulers,” 


OBITUARY 
Herbert T. Beasley 
Herbert T. Beasicy, of Country 
and Sporting Pu iblications Ltd. 


World Sports) 
m Hospital, 
axed 58. 


(Sporting Record 0% 
died last Friday in ! 
after a short illne 
He was genera! 
company, of whic 
the three origina! 
re-formed in 194 
was appointed pc! 
H. C. Drayton, chairman. 3 
Very well known in advertising ? 
circles, Bert Beasley had had a long 
career in Fleet S He was born 
in Australia, came to this country 
early in his career, and in the days 
of R. D. Blumentc id joined the 
editorial staff of th Daily Express, 
becoming night edit 
He found his metic: 
the advertisement side 
paper business, and 
well known during 
he was advertisement 
the Evening Standard 
ere he was a 
Brigadier Michael 
he joined to launch in 
revived Sporting Record. 


R. P. Gossop 


Robert Percy Gossop, founder of 
R. P. Gossop Ltd., artists’ agents 
and designers, died at his Brighton 
home last Friday, aged 75. He wall 
be remembered by many as a lec- 
turer on advertising at the City of 
London College. 

From 1904 to 1913 he was man- 
ager of the W. H. Smith and Son 
studio and then became art adviser 
to the printing house of Dobson, 
Molle and Co. He went to the 
Ministry of Information in 1916 as 
a member of the literature and arts 
committee and was elected chair- 
man of the production committee. 

In 1919 he was joint manager of 
the Carlton Studio and a director 
of Carlton Printers Ltd. It was in 
1923 that he founded his own firm 
which is to be continued under the 
same direction of Miss Bronson 
Gossop and Miss Kathleen Wheston. 


J. Guggenbuhl 


Jean Guggenbiihl, advertisement 
director of Neue Ziircher Zeitung, 
has died in Zurich. 

Mr. Guggenbiihl attended the 
International Advertising Confer- 
ence in London last July, and was 
knocked over by a car in Kensing- 
ton High Street when on his way to 
the airfield to catch his plane back 
to Ziirich. Mr. Guggenbiihl suffered 
a fractured leg, and later developed 
thrombosis, which recurred after 
his return to Switzerland. This was 
the cause of his death. 


Deryck Lynham 

The death of Deryck Lynham in 
Lausanne, aged 38, brings to an 
untimely end a career distinguished 
by a rare diversity of interests. 

Mr. Lynham was well known as 
a leading business executive in the 
pharmaceutical field with a special 
knowledge of the Continental mar- 
kets. In 1935 he started his career 
as assistant to the export director 
of the International Chemical Com- 
pany in London. He became a 
director of the Company in 1945. 

In February 1950 he was ap- 
pointed representative for Europe, 
North Africa and the Middle East 
for the American Home Products 
Corporation, and opened an office 
with permanent residence in 
Lausanne. 

His work took him to all parts 
of Europe and North Africa. 
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Tributes To 
Tommy Dixon 


More than 300 attended the 
funeral of Thomas Dixon, managing 
director of Dixon's West End Adver- 
tising Agency Ltd., at St. Peter’s, 
Vere Street, London, last Thursday. 
They included representatives of all 
the agency’s clients and of many 
newspapers. 

Among the tributes received is 


one from C. Brown, direc- 
tor, Institute of Incorporated 
Practitioners in Advertising, who 
writes : 


How saddening it was to learn of 
the tragic death of Thomas Dixon, 
“Tommy” Dixon as he will always 
remain to his innumerable friends. 
Yet in a way, how fitting that he 
should never have grown old. When 
one sees in Who's Who in British 
Advertising that he entered advertis- 
ing in 1882, one realises how many 
years he had seen roll by, and yet 
he was to the end young and warm 


of heart, and never lost his boyish 
sense of fun. 
Elected one of the original 


Fellows of the Institute, he took the 
keenest interest in its activities and 
progress. He was always at his best 
with its members, and I can hardly 
remember his ever missing one of 
the Institute's social functions, which 
were always the happier for his 
genial presence. How significant 
that it was on his way home from 
one of them that he met with the 
accident which caused his death! 


TRULY LOVABLE 


Tommy Dixon will long be 
remembered, not only for his life- 
long work for advertising, but as a 
truly lovable man whom it was 
always a privilege and a_ great 
pleasure to meet. 

y Jones writes: 

Thomas Dixon lived business and 
loved business for business’ sake. 
To him the race was more than the 
prize, the struggle more than the 
spoils of victory. He could be, and 
often was, almost _ prodigally 
generous. Very few people indeed— 
probably not even himself— 
realised the total of the sums he 
either gave outright or “lent” in the 
certainty that they would never be 
returned. 

I knew him intimately as an em- 
ployer and a friend, and to me, in 
both capacities he was all that a 
man could be. He will be greatly 
missed by a devoted staff (many of 
whom have spent the whole of their 
business life in his service) and by 
the very wide circle of business and 
social friends, to so many of whom 
he was always and most affection- 
ately “Tommy Dixon.” 

The funeral service was conducted 
by the Rev. J. R. W. Stott. 


Representatives of clients pre- 
sent including John MacLaren, 
Cc. L. O. Cleminson, Arthur M. 


Mason, John Hamilton (Wren’s), A. 
Turner (Nugget), Harold Vernon 
(Dictaphone), as‘ well as all the 
directors and staff of his own 
business 

The London Rotary Club, of 
which he was one of the original 
members, was represented by the 
president, William Stevens, the 
general secretary F. L. Billington 
Creig, Howard Potter and many 
others. His many Masonic connec- 
tions were also represented. 

The many present included Ulric 
B. Walmsley, representing Viscount 
Kemsley; W. Faux, Daily Mail; 
W. E. Harbud, Evening News; Fred 
Slaughter, Reg Palmer, W. Gunning, 
Joe Calway, W. Austin, John Ros- 
wick, and Don Mason. 
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MARKETING NEWS AND TRENDS 


Household Goods And 
Clothing Sales Drop 


HE trend of retail sales of 

clothing and household goods 
continued downward in October, 
according to the preliminary 
reports. Causes: high prices and 
anticipatory buying earlier in the 
year. 

For September, Board of Trade 
figures show a drop of 14 per cent 
in clothing sales by large-scale 
shops, compared with a year ago. 
Independent retailers were still more 
affected by the recession. Sales of 
household goods, mainly furniture 
and furnishings, were 12 per cent 
lower. The fall was even greater 
than in August (8 per cent). 

No change: sales of hardware, 
radio and electrical goods. 

Retail sales have also dropped 
throughout Western Europe this 
year. In Western Germany, for 
example, textile sales fell by 53 
points in the second quarter of the 
year, compared with the first 
quarter. 


Cars, Cycles Face 
Export Problems 


British cars, motor-cycles and 
cycles face growing export prob- 
lems. 

In a speech at Glasgow, Austin’s 
chairman, Leonard Lord, forecast 
that it would become more difficult 
to sell cars abroad. At the opening 
of the Cycle and Motor-Cycle Show 
in London, F. A. Kimberley, presi- 
dent of the twin industries, warned 
that some foreign markets were 
contracting. German and Japanese 
competition was growing. 

Bright spot: more big orders for 
Leyland engines have been placed 
by the comparatively new field of 
British manufacturers of avy 
earth-moving equipment. 


‘Sales Managers 
Must Aid Exports’ 


An appeal to all sales managers 
to help the drive for increased 
exports in every way possible 
was made by R. H. Penney 
(Northcliffe Newspapers) accept- 
ing the chairmanship at the 
annual general meeting of the 
Incorporated Sales Managers’ 
Association held in London last 


y- 
Other officers elected for 1951-52 
1. 


were: President: 
Hutchison; vice-chairmen: Cyril 
Derry (Ambrose Wilson  Ltd.), 
F. A. J. Harrison (The Pyrene Co., 
Ltd.), N. W. R. Mawle (British 
Typewriters Ltd.): honorary trea- 
surer: E. C. Lee (Arthur Sanderson 
& Sons Ltd.). 

“Some of us sell goods which 
by their nature, are not saleable 
overseas,’ said Mr. Penney. “But 
all of us have to rely upon some 
imported raw material to enable us 
to stay in business. If only for that 
wholly selfish reason we should take 
the keenest possible interest in 
export affairs and be ready at all 
times to offer practical help and 
encouragement to the people who 
sell abroad the goods which pay for 
the materials we have to import.” 


Col. J. R. Ff 


ODD SP@T 


An American manufacturer 
of ladies’ stockings is to intro- 
duce “rainbow nylons” at 
12s. 6d. a pair, next week in 
New York. 

Colours graduate, toning 
down to the toe in contrasting 
‘shades of red, blue, or brown. 


Marketing 
Newsbriefs 


Macleans are introducing a fens 
cleaner for spectacles. The cleaners, 
which will retail at 9d. a packet, 
are impregnated with silicones, a 
wartime discovery, which are a 
“chemical cousin” of glass. The 
cleaners leave a film on glass lenses 
to prevent minor surface scratches 
and the adherence of dust, dirt or 
grease. A counter — unit has 
a sample tissue attached for cus- 
tomers to try. National advertising 
will start soon and the campaign 
= be handled by S. H. Benson 


je 


* * * 
A liquid core has been added 
to the range of Vaseline brand pre- 
— introduced by - 

rough Manufacturing Co., Ltd. It 
sells at 3s. 6d. a bottle. 


* * * 

Gift vouchers from Gamages take 
the form of cheques cashable for 
goods at the store. 

* 7 * 

India is one of the world’s 
greatest free trade areas with vast 
potential markets, said Sir Frederick 
James, European managing director, 
Tata Industries Ltd., at an 1.S.M.A. 
lunch. "i 


* * 
Over 20 shops, including a 
departmental store, have been 
opened in the past year in 
Plymouth’s new city centre. 
* * * 


Guinness promotion in the States 
included a “tasting party” to show 
food editors how the drink “went” 
with certain foods and other 
beverages. 

* 


* 

The Wholesale Textile Associa- 
tion has asked the Board of Trade 
to fix maximum cash “ceiling” 
prices and abolish marginal control 
completely, thus permitting whole- 
Salers to “marry” their stocks and 
commitments. 


SECOND TIME 
UNLUCKY 


For the second time in three 
weeks an Associated Iliffe Press 
stand at Earls Court has been 
burgled. 

Last week-end a locked room at 
the rear of The Motor Cycle stand 
was broken into and a search made 
for the stock of diaries and technical 
books sent for display at the Inter- 
national Cycle and Motor Cycle 
Exhibition. The intruders were 
disappointed; the books were stored 
elsewhere. 

More than £50 worth of motoring 
books were stolen from The Auto- 
car stand on October 27. 


IMPORTED PAPER 
CUTS FEARED 
NEXT YEAR 


Reimposition of import licens- 
ing for paper and board (news- 
print excepted), wood pulp, and 
esparto grass has been accepted 
by the trade as the contribution 
it has to make to a sounder 
economy for Britain (writes our 
paper trade correspondent). 

At the same time the trade does 
not disguise its regret that a 
tightening of import control, with 
the return of form-filling, has 
become necessary. 

In the last twelve months both 
raw materials and finished paper 
and board have been imported in 
substantially larger quantities. 
Whether supplies of wood pulp, 
esparto and finished paper and 
board will be affected depends on 
the level of importation to be 
fixed. This is still under con- 
sideration. Trade opinion is that 
licences will be freely granted to 
cover commitments undertaken 
for the remainder of 1951, but 
that in 1952, unless the country’s 
economic position shows im- 
provement, cuts will be made on 
the volume of permitted imports. 
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Ad, Slogans 
On Clock 


A handless clock designed to 
incorporate advertising material 
is being introduced by Jackson’s 
Cine Equipment Ltd. in co- 
operation with Acme Showcard 
& Sign Co., Ltd. 

The clock has a square face 
and the numbers, which light up 
to show the time, surround a 
square screen on which anything 
up to eighteen colour transparen- 
cies can be projected jn rotation. 
A trickle fed battery will keep 
the clock in action for three days 
without current. 

A 700 watt lamp is used for the 
35 mm. colour transparencies. 


How Electronics Can Help 


Business Efficiency 


An even more intensive exhibition programme, as a contri- 
bution towards getting the new drive for greater production 
under way, is being planned by the Office Appliance and 
Business Equipment Trades Association, the national body 


of the office equipment manu- 
facturing industry. 

For the first time since the 
war, the annual Business Effici- 
ency Exhibition is to be held at 
the beginning of the new year. 
It will be held at Bingley Hall, 
Birmingham, February 20 — 
March 1. At this, the 38th 
B.E.E., stress is to be laid on 
equipment for saving labour, 
time, and money. 

The Association plans to have 
a record sized section for the 
industry at the British Industries 
Fair which opens on May 5. It 
will occupy more than 27,000 
square feet. 

A number of provincial exhibi- 
tions will be held by the Associ- 
ation. .d 

Exhibition director in all cases 
will be Mrs. S. S. Elliott, who 
staged the largest BEE. at 
Olympia last June, 

Outstanding feature of the 
coming exhibition at Bingley Hall 
will be the latest developments in 
electronics. ; 

A giant electronic accounting 
machine to be shown provides 
capacity of 120 net balance 
counters which can be grouped 
in any combination. It prints at 
speeds of 80 to 100 lines a minute 
and accumulates data at 80 to 
150 cards in the same time. The 
latest electronic recording appar- 
atus not only accepts dictation at 
any speed but eliminates extra- 
neous noises, and the newest 


developments in electronic stencil 
making enable multi - colour 
reproductions to be run off an 
ordinary office duplicator. 
Nearly 100 of Britain's major 
manufacturers will be taking part. 
Exhibited for the first time will 
an automatic developing 
machine which performs in a 
fraction of the time all the neces- 
sary functions of developing and 
fixing baths in the normal reflex 
photo-copying process. With 
this equipment it is possible to 
produce exact duplicates of six 
different quarto pages of text in 
as many minutes. There will also 
be microfilming equipment which 
will reproduce both sides of a 
document simultaneously: 24,000 
cheques can be photographed in 
one hour on 100 ft. of film. 
A further feature will be seen 
in the developments resulting 
from the study of fatique. 


St. Bride’s Appeal 


A service to inaugurate the om 
fund for the restoration St. 
Bride's church, Fleet Street, will be 
held next Wednesday at 12.15 p.m. 
The Very Rev. Dr. Alan Campbell 
Don, Dean of Westminster and 
chairman of the patrons of the bene- 
fice, will give the address. 

The service, lasting approximately 
half an hour, will be held in a 
marquee erected within the ruined 
nave, the singing being led by. the 
choir of Westminster Abbey. 
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ADVERTISER'S WEEKLY 


Millem And 
Tisbury Join 
Sells’ Board 


Gordon Millem and Frank 

have joined the board of 

Sells Ltd., the former as joint 

managing director with Miss 
Olive M. 

Mr. Millem joined the agency 
early in 1945 on release from the 
R.A.F. He served with coastal 
command as skipper of Cata- 
linas, after pre-war experience in 
marketing and advertising. A 
keen golfer, he is hon. secretary 
of the Publicity Club of Lon- 
don’s golf circle. 

Mr. Tisbury started in the 
Eastern produce business but 
later returned to this country and 
was engaged in the export of 
proprietaries. In 1931 he joined 
the overseas department of Sells 
to assist in clients’. export de- 
velopment. He has controlled a 
number of important home ad- 
vertising accounts, 

* * * 

J. J. O'Leary has joined the 
Board of Radio Review’ Ltd. He 
is the new chairman of the Com- 
pany. Besides being chairman of 
Cahill & Co., Ltd., printers and 
ublishers, he is a director of Aer 

ingus Teo., and of a number of 
other Irish companies. 


* * * 


For thirty-six years electrical 
engineer to the Daily Mail and the 
Sunday Dispatch in Manchester, 
Richard Edward retired 
last Friday. Colleagues presented 
him with a radio set. 

* * * 


W. Melatosh has been appointed 
advertisement manager of British 
Textiles. Mr. McIntosh joined the 
firm just over a year ago as export 
adviser. 

* * * 


Former journalist, S. A. Scadding, 
who since 1947 has operated in the 
sales and sales promotion depart- 
ments of J. & H. McLaren Ltd., 
of Leeds, as well as on the technical 
side of diesel engine manufacture, 
has succeeded Major T. Rhind as 
publicity officer and P.R.O. Before 
the war, Mr. Scadding was on the 
staff of a Northern daily and gained 
considerable experience of printing 
and advertising whilst engaged in 
such work for the Services. 

* * * 


Lt.-Col. R. H. Stevens, who 
recently left Business Publications 
Ltd. to join the North Atlantic 
Treaty Organisation, is seriously ill. 

* * * 

Percy Lovegrove, P.R.O. for the 
Dublin end of the Great Northern 
Railways (Ireland) system, has 
resigned to take up an a pointment 
as =. & 1 A — 
w a arbours rd at 
Nairobi. x who oper- 


the 
will 
for the 


G.N.R. offices in 
continue as chief 
Spies, while 
James will take charge of 
the Dublin b 


* * * 

F. W. Jefkins, assistant secretary 
of the Advertising Association, was 
knocked down by a lorry in the 
City last week while on his way to 
take part in a_ publicity forum 
organised by the Hunting group of 
companies, and received a fractured 
collar He ho; to be back 
in his office before long. 

* * * 

At the annual general meeting of 
the Yorkshire branch of the Society 
of Diploma Members of the Adver- 
tising Association, the following 
officers were elected for the year 
1951/52: Chairman: Trevor 
son (Storey Evans); hon. sec. G. S. 
Hirst (British Jeffrey - Diamond 
Lid.); hon. treasurer: J. G. Cope- 
land (Design Advertising). 

* * * 

David H. Nicholson has resigned 
his position as assistant advertising 
manager with Desoutter Brothers 
Ltd., the Portable Tool Manufac- 
turers, and is joining the new public 
relations department of T. J. Smith 
& Nephew Ltd., Hull. 


ates from 
Belfast, 
P.R.O. 


* * * 
Winterburn, Bradford 
manager, Wool Review, has been 


elected chairman of the council of 
the Bradford Industrial Safety and 
Welfage Association. 

* * 

Alan Betts & Associates Lid., 
has been formed by Alan Betts and 
Robert R. Clayton, primarily to 
give creative, planning, and produc- 
tion service to the smaller manu- 
facturer. Mr. Betts is 23. Last 
year he became the youngest coun- 
cil member in the history of the 
Publicity-Club of London. 


* * * 

Stuart, Shillaber has left the 
marketing department of Smiths 
English Clocks Ltd. to take an 
appointment with the Rolex Watch 


0., Lid. 

* * * 

Erie Harvison has been appointed 
sales promotion manager for Lotus 
Ltd. and will be responsible for 
overall policy on matters affecting 
advertising, display and _ public 
relations. Mr. Harvison was pre- 
viously with Young & Rubicam. 
Mrs. Audrey Condry has been 
appointed fashion adviser and is 
responsible for Press relations. Mrs. 
Condry (as Miss Audrey Hill) was 
until recently publicity manager of 


W. McIntosh 


S. A. Scadding 


director of the 


Alan Whitworth 


Incorporated Society of British 
Advertisers, speaking at the 
inaugural luncheon of the Associa- 
tion of Advertisers in Ireland. 


Seated are the chairman, Jack 
O'Sheehan and hon. secretary Albert 


Price. 


Joyce (California) Ltd. Both are 
working from New Bond Street, 
W.1. John Woolley, advertising 
manager, continues to operate from 
Stafford. 

* 7 * 


Forbes Maclean, member of the 
advertising staff of Temple Press 
Ltd., since 1939, has left to become 
advertisement director of Playfair 
Books Ltd., and Programme Publi- 
cations Ltd. e . 


J. Becke, has been appointed 
commercial director of Regent Oil 
Company Ltd. He was previously 
business manager. 

* * 

M. J. Whelan advertising man- 
ager of the Munster Express, was 
presented with a clock from the 
management, and a canteen of 
cutlery from the staff, on the 
occasion of his marriage. 

a * * 

G. A. Nunn, formerly with Gale 
& Polden, and before that in the 
advertising department of the 
Aldershot News and the Camberley 
News, has joined Granthams of 
—— an executive. 

* 


In our issue of November 1 we 
Stated that Philip R. Alp, London 
manager, Pinschewer Films Ltd., 
had previously been with the propa- 
anda division of the German 

oreign Office. In fact, Mr. Alp 
worked for the British Foreign 
Office in Germany. 

* 7 * 

Victor Salter, advertisement man- 
ager, Belfast Telegraph, went with 
other Northern Ireland notabilities 
to this week's investiture and was 
made an O.B.E. 

* 


* * 

Alan Seymour, formerly with J. 
Walter Thompson Co., Lid., as an 
assistant controller in their produc- 


G. Millem 


Novemser 15, 1951 


tion department, has joined Auger 
& Turner Ltd. in the same capacity. 
» & from the production 
department of Auger & Turner Ltd., 
become production manager of 
that department. 


* * * 
free-lance publicist 
has joined Guilde Buire Ltd. 


* * 
D. J. Laidlaw-Dickson has relin- 
— his momma 
tay Sportsdrome Ltd., 
be devoting full time to his work as 
co-editor of Model Maker and 
public relations ~ oe ‘fees. 


yr, *-£ y 
Aeronautical Press Ltd. from 
Leighton Buzzard. 

* * * 

Hazel Rogers, P.R.O. with Hunt 
& Winterbotham Ltd., of Bond 
Street, has become fashion editor 
of Woman and Beauty. 


* * * 
D. O’Brien has joined Ripley, 
Preston & Co., Ltd., at their 


Leicester offices, as senior accounts 
executive. He was formerly with 
Thos. Cook & Son and subsequently 
with Kingsway Editorial Services, 
International Publicity, and 
McConnells in Dublin. 

* * * 


Lt. Jock Foulis, of The King’s 
Own Scottish Borderers and son of 
John F advertisement director 
of the West Lancashire Evening 
Gazette. was wounded in a recent 
action in Korea. 

* * +. 


Editors Nominate 


New President 


The fifth annual general meeting 
of the Guild of British Newspaper 
Editors will be held: at Simpsons-in- 
the-Strand, W.C.2, on Tuesday. 

The retiring president, B. D. 
Whiteaker (Express and Star, 
Wolverhampton), will welcome the 
members. 

Nominations for 1951/52 are: 

President, H. W. Ingleton 
(Bournemouth Times); vice-presi- 
dent, W. L. Andrews (Yorkshire 
Post); joint editorial committee, 
morning newspapers, T. D. Cope- 
man (Eastern Daily Press), D. R. 
Prosser (Western Mail), F. K. 
Gardiner © (Sheffield Telegraph): 
evening newspapers, C. F. Carr 
(Southern Daily Echo), Willie C. 
Clissitt (Liverpool Evening Express), 
B. D. Whiteaker (Express and Star); 
weekly newspapers, R. E. ilson 
(Stockport Advertiser), A. W. Janes 
(Bedfordshire Times), L. Crisp 
(Middlesex Advertiser). . 

John Sargeant (editor-in-chief, 
Home Counties Newspapers Ltd., 
Luton) will be the guest speaker at 
luncheon on his experiences in the 
United States as a member of the 
Provincial Press Productivity Team. 
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F. eatur ?8 fi or Typical Features from Recent issues: 


every me mabey | THE VITAL NEED To BALANCE TRADE 


David Gammans, M.P. 
FUR PUTS GLAMOUR INTO FASHIONS 
- 

of the family Jane Dolan 
INTERCEPTED CODE THAT TRAPPED AN ADMIRAL 

Pierre Clostermann 
OUR OLYMPIC HORSEMEN 

Hylton Cleaver 


THE PRINCESS IN WASHINGTON 
Hector Bolitho 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR - 114 FLEET STREET, LONDON, E.C.4 
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Club News 


Ireland 


Religious Film 
Fund Drive 


The Publicity Cm of Ireland 
provided a platform for film pro- 
ducer Vicomte Georges de la 
Grandiere to launch a campaign 
designed to raise £30,000 as 
Ireland’s contribution to the 
£300,000 film “The Divine Leal 
due for shooting next Jan 


Club chairman Gordon on 
Kelly dealt with the rt films 
played in moulding t public 


mind and said the Club had 
decided to . port the Vicomte 
because the films he made were 
anti-communist propaganda as well 
as a notable contri ution to peace. 
He said: “The Christian By 
to-day needs a propaganda of fire 
and eloquence that will rouse 
people at home and abroad. We 
need a propaganda that will inspire 
and fortify the spirits of men and 
women of good will in all nations. 
Such My > propaganda 
will be ‘The Divine Tragedy’.” 


Bradford 
The Hand That 
Holds The Purse 


“Women have become so im 
ant in America that research claims 
they are responsible for three- 
quarters of retail purchases,” Mrs. 
Ashley Havinden (director, W. S. 
Crawford Ltd.) told the Bradford 
Publicity Association in a_ talk, 
illustrated by slides, on the differ. 
ence between the American and 
English approach to advertising. 

The American pre-occupation 
with women showed itself v 
clearly in advertising, she sai 
There was practically no sphere 
where women’s taste did not pre- 
vail. Americans sought to “keep 
up with the Joneses” all the tme; 
were more cheerful and noisy than 
we; and infused exaggeration in 
their advertisements. 


Glasgow 
Rubber-Stamping 


Authorities 


Addressing the Publicity Club of 
Glasgow, Dr. Stewart Black, 
Provost of Paisley, said the decline 
of the power of local authorities to 
control their own affairs was due to 
the encroachment of successive 
Governments. 

“Succeeding Governments have 
been taking more and more power 
out of our hands until we are now 
almost reduced to the position in 
which all we can do is to rubber- 
stamp orders that come from Edin- 


burgh or London,” he said. 
Regent 
Verbal Respect 
“Applied 9 gg” was the 
phrase used by G. H. Saxon Mills 


. a talk about copywriting to the 
ye Club. To serve the client 
the product should be treated 
with ver al respect, made dis- 
tinguished. “Avoid verbal rubbish 
and hackneyed words; these only 
clutter ted the advertisement,” he 
wa 


REGENT STAGE BALLOON DEBATE 


Humour reached a high order at 
a Regent Club meeting last week 
when members had to decide in 
which order four professional men 
—an economist, a journalist, a 
humorist. and an advertising man 
—should be thrown out of a balloon 
in the event of an emergency. 

Defendi the advertising man 
was Saxon Mills, of W. S. Crawford 
Ltd., who observed : ‘ thing that 
a always ares me hy the 
advertising profession is its decency 
and modesty. Nowhere will you 


find a more decent bunch of hard- 
working chaps than in the advertis- 
ing trade with its high standard of 
conduct, ethics. ... 

Members agreed, after an hilari- 
ous session, that all four were 
essential to humanity and that they 
would have to get a bigger balloon! 

Looking a little relieved are the 

rticipants (left to right): Saxon 

ills, MReginald Purdell ¢ dian), 
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Berks and Bucks 


Public Relations 
And Industry 


“With the problems now facing 

industry, it is more than ever neces- 

t business firms 

public relations 

what it can achieve for a F, 
Lyons, managing direct F. 

Lyons Ltd., told the Berks and 

Bucks Club at Reading. 

“Public relations in industry is 
facing its greatest challenge,” he 
said. “It can help to increase pro- 
duction and exports, and improve 
ym geet relations, as well 
as helping with the more bread- 
and-butter tasks of creating good- 

and increasing sales. 

“Even firms too small to employ 
their own public relations 
should make it their job to under- 
stand public relations.” 


Halt 
Local Industry 


a .. Publicity Club have ado} 
the theme for ers, 
Tasks of Local Industry under the 
Present Day Economy.” ” Topics will 


at 


eater 
. 


Collin Brooks (journalist), George 
Schwartz (economist) and chairman, 
Donald McCullough. 


ANGLO - AMERICAN 
ATMOSPHERE 


The annual “Ladies Night” of 
the Publicity Club of Leeds held at 
Powolnys Restaurant was pon b ng 
its Anglo-American atmosphe 
Members of Leeds branch ~ the 
Incorporated Sales Managers’ Asso- 
ciation were hosts for the “Opera- 
tion Enterprise” team from the 
United States of America and mem- 
bers of the Club whose chairman, 
Henry J. Sutcliffe, is a vice- 
chairman r Leeds LS.M.A., had 
attended the various business ses- 
sions. The result was that “Opera- 
tion Enterprise” team arrived for 
the celebration. 

The toast of — _ be 
a by R. Krueger, who pai 

charming tributes to the 

ladies, in particular to Princess 
Elizabeth and to the Queen. 


Swartz, and 
chairman’s wife, Mrs. Joan M. C 
Sutcliffe. 

An enjoyable part of the evening 
was the rendering of American old- 
time songs by the “Operation Enter- 
prise” team, and the return render- 
ing of “On Ika Moor B’Taht” by 


Snapped at the Leeds Club’s 


ladies night: J. J. H. Westma- 
cott (“Financial Times”) and 
Mrs. Westmacott, W. G. 
Strachan and Mrs. Strachan, 
and J. Bowden (Amalgamated 
Press) and Mrs. Bowden. 


——, of the Club. 

Am those present were: 
Philip cs Hitchen Pane Leeds 
Chamber of Trade); and from the 
Leeds branch of I.S.M. 
Sumrie (president); L. w. Piggin 
(chairman); J. Atack (vice-chair- 
man); T. G. Cavan (hon. secretary); 
omen D. R. Griffiths, director of 

“All A ite is Salesmanship,” was 
the title of an address to the 
Club Commander Alan Robert- 
son acDonald, advertisement 
director of Provincial Newspapers 
Ltd. He said salesmanship goes 
much deeper into the scheme of 
things than selling goods for a pro- 
ducer or space for the Press. 


‘Favourite Ad.’ 
Tide, which has already praised 
the “thoroughly witty copy” of 
hweppes advertising (ADVER- 
TISER Senne, October RF. 
now il ‘ Sch 
Post's Election Manifesto” as its 
“favourite ad. of the season.” 


de agriculture, pharmaceutical 
fish, paints, flour = engineering, 
crushing and 


“7 talks are not designed to 
enable the presentation of the work- 
ings of the particular industry, but 
rather to survey just how the 
different industries intend to tackle 
the new problems which have risen 
and confronted industry as a whole 
since the war. 


Column 
On The Wicket 


Two cricket bats, autographed by 
the West Indian and South African 
touring teams, which were put up 
for auction at the A.B.S. “Two 
Freds” cricket match without any 
worthwhile bids being obtained, are 
now being offered in a competition 
7 the Fleet Street Column Club. 

is hoped to raise £50. 


Brevities... 


Film and stage actor John Mills 
and Mrs. Mills will be the guests 
of honour at the Publicity Club of 
London Christmas luncheon ai the 
Savoy, December 14. . Some 200 
ae Sa very successful 21st- 
year of the Hull Publicit 


Club, “7 at the New York Ball- 
room. About ninety firms contri- 
buted gifts... . mchester Pub- 


licity Association have planned a 
visit to Belle Vue circus on Friday, 
December 21. Dinner is being 
arranged at the Chinese Restaurant 
at -_ Vue before the show. 
4-2 members of the Pub- 
licity Chub of London made a 
Little Journey to the Morris Motor 
works at Cowley. The tour was 
arranged by J. J. Field, promotion 
manager of the Nuffield Organisa- 
tion and chairman, Publicity Club 
of Oxford. The visitors were also 
shown over Christ Church, Oxford. 

The visit of Raymond Rayner 
io SI in October has resulted 
in a flourishing public speaking 
course being organised for the first 
time. Over 20 keen learners are 
attending the College of Further 
Education every fortnight, and the 
instructor reports good bees 
Christmas lunch of the Column 
ie A will be held on December 19 

the Connaught Rooms. . . . 
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YOUR 
salesman 


in the 


greatest 


market 


How many ,business men realise that the greatest markét in the world is the British 
Commonwealth of Nations? The exports of this vast trading area in 1950 were worth 
£6,400 millions—its imports more than £6,600 millions. 


No other market is comparable in size or opportunity; none shows such great and 
steady expansion. The best way of advertising your products all over this market is to use 
New Commonwealth. In no other medium can a single campaign cover the Commonwealth. 


New Commonwealth deals with economic and industrial development. Its readership embraces 
Government officials and industrial leaders who find in it the data and informed commentary 
which guides them in making their decisions. These men are not only the wealthiest and most 
influential elements in a vast spending public, they are also the men who plan the future of 
Commerce, Industry and Agriculture throughout the Commonwealth, and who control the 
expenditure of thousands of millions of pounds annually. 


Responding to the widespread call for greater frequency of publication New Commonwealth 
will present its unique coverage of Commonwealth affairs from January in a fortnightly issue 
instead of monthly. Its value as an advertising medium will be greatly enhanced by its wider and 
more frequent circulation. It is the most economical means of covering this widely spread market. 


Advertisement rates from: 


NEW COMMONWEALTH 
33 Tothill Street, Westminster 
London, S.W.| 

Telephone: WHitehall 9233 


PUBLISHED FORTNIGHTLY 
FROM JANUARY 7 1952 
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November 15, 1951 


Model Advertising 


Te principle that advertising should conform to the highest 


level of integrity is universally recognised, but further effort 

is needed to translate principle into practice. Significance of 
the draft code of advertising standards drawn up by the National 
Association of Retail Furnishers, in collaboration with the Retail 
Trading-Standards Association, is twofold. It furnishes a model 
for all retail trade, and, if adopted will greatly extend the scope of 
advertising control by consent. 

National advertising to-day is, with the rarest exceptions, con- 
ducted with scrupulous honesty. But all advertising is not national. 
Retailer advertising, which is in the main local and provincial, 
matters just as much. In this field there remain some questionable 
practices by a minority. 

Most provincial newspapers, aided by the Newspaper Society, 
are meticulous in barring dubious advertising, but control cannot 
effectively be exercised by newspapers alone. There must also be 
self-control by advertisers, if only for the reason that so much 
retail sales promotion is through point-of-sale advertising and 
sales literature. 

Retail furnishers should not hesitate to adopt the draft code, a 
comprehensive document that does credit to its authors. By so 
doing, they will accept, as they should, collective responsibility 
for the ethical conduct of their business, 

f 


‘Show Me Results’ 


“@HOW me results,” demands the advertiser. 
w'request, but often hard to answer, 
Some forms of advertising, of course, can and do produce 
results that are prompt, tangible and measurable. For example, 
retail store advertising of specific lines, and advertisements carrying 
coupons. Results from advertising of products or services with a 
mass sale are often much more difficult to assess. 

Where sales channels are narrow, advertisers tend to judge 
effectiveness of advertising by the number of inquiries received. 
Inquiries are gratifying, but provide an inadequate yardstick, for 
they by no means represent the whole result. An advertisement 
may be filed for future reference, or its only immediate consequence 
may be a favourable impact on the mind of its reader. In either 
event, the response visible to the advertiser may be delayed and 
so appear unrelated to the advertising. But it will be a result of 
the advertising nevertheless. 

The function of advertising is not only, or always, to secure 
immediate inquiries and orders. [ts ultimate value can only be 
measured by the prosperity of the advertiser’s business. 


It is a natural 


@ Change of subscriber's address: / 
clear weeks in advance of the issue } 
take effect, and 


use inform the publishers three 
+ which change of address is to 
include present address in full as well as new address. 
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To-morrow’s Topics 


Lenient import policy 
on paper 
HERE is a feeling of 


cautious optimism within 
the paper trade that restrictions 
announced on imports will not 
be applied too vigorously to 
paper making materials. 

The restrictions, broadly speak- 
ing, restore the position as it 
existed up to April 1950 before 
the much boosted “Liberalisation 
of Trade Agreement.” 

With the exception of news- 
print, individual! licences have to 
be applied for to import paper 
materials. Previously imports 
were secured upon — general 
licences where the only ceiling 
was the currency limit of the 
trade agreement. 

The trade feels that a closer 
watch will be kept on imports. 
The screw will not be turned too 


tightly, however, unless the 
economic position worsens. 
—_— —_— - 


Within the next few weeks the 
Leather Publicity Council will 
break new ground in propaganda. 
After a year's negotiation, British 
rights have been secured on a 
Swiss’ film entitled “Fancies and 
Fashion.” The film has attracted 
much attention on the Continent 
and is in the prize winning class 
for quality productions of its 
kind, It will be distributed 
throughout this country for pub- 
lic showing and a 16 mm. film 
will be made available for trade 
audiences. 


‘Customer training’ 


on containers 


XPONENTS of public rela- 
tions work in industry will 
watch with interest an experiment 
in “customer training” launched 
by the Metal Box Company Ltd. 
Representatives of some of the 
leading package users in the land 
have attended a special course to 
ensure closer _ collaboration 
tetween them and the company’s 
technical experts. Results have 
now been assessed, and the 
company is sufficiently encour- 
aged to continue the experiment. 
The aim is to give customers 
an opportunity of becoming more 
familiar with considerations 
which arise in connection with 
the design and performance of 
the containers they use. As a 
result they will be better able to 
decide on problems concerning 


every advertisement in 


s 


developments and package of 
their products. 

The Metal Box Company 
hopes to deter customers from 
committing themselves to heavy 
capital outlay for new container 
filling machinery without first 
satisfying themselves that the 
containers around which their 
plans are built are best for the 
purpose and not likely, soon, to 
be superseded. 

_— —_— --— 

To encourage publication of 
articles reporting technical pro- 
gress and development in radio 
and electronics in Great Britain, 
the Radio Industry Council will 
institute, next year, cash awards 
to writers of articles which, in the 
opinion of a panel of judges, 
merit commendation by the 
industry. The judges will con- 
sider the value of each article in 
making known British achieve- 
ments in the industry, originality 
of subject, technical interest, 
presentation, and clarity. 

—_— — — 


Professor punching 


for Britain 


A 
RITAIN is by no means “a 
dead duck” industrially. This 

fact is to be emphasised in 

America—by an American pro- 

fessor, John Immer, who is now 

taking a philosophy degree at 

Oxford. To-morrow (Friday) 

sees the start of what he calls a 

“Work Saving Week.” 

Professor Immer will make a 
concentrated tour of British 
factories speaking on industrial 
management, material handling, 
and industrial education. A num- 
ber of leading firms are co- 
operating and will publicise their 
own productivity efforts. 

Professor Immer hopes that the 
American Press will sit up and 
take notice and will give British 
industry a boost. 

The professor was over here in 
battledress during the War. Back 
home he was incensed by criti- 
cisms and suggestions that Britain 
had put the brake on, industri- 
ally. He hopes to prove that in 
productivity we have still a thing 
or two to teach the States. 

—- — —_— 


Latest trade association to 
realise the value of a_ national 
publicity scheme is the Wine and 
Spirit Association. By the end of 
next month this association will 
know the result of an appeal to 
their 1,200 members for funds for 
a publicity drive next year. 
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eee and so to bed 


When the bedtime story is over and the children 
tucked up, Albert and Geraldine Steer will settle 
back for their Sunday evening relaxation. It’s 
much the same ritual every week, for the Steers 
are fond of their home. It is well furnished, 
comfortable and friendly and contains many. of 
the treasures they brought from the South of 
England when senior government officer Steer 
was transferred to Edinburgh in 1947. 

Every Sunday the Sunday Pictorial is delivered to 


their house in Warrender Park Terrace, for the 
Steers are one of the 5,082,814 (June average) 
families who buy the Sunday Pictorial each week. 
These 5,082,814 families constitute a huge cross- 
section of Great Britain. The Sunday Pictorial is 
read in homes of all classes all over the country on 
the best advertising day of the week. 

The Sunday Pictorial ’s space rate is very economical, 
too. Its square inch per thousand rate of .70d is 
only 9.4% higher than in 1939, 


Sunday Pictorial 
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4 MY STORY by WINSTON CHURCHIAL, 
starting this week in ILLUSTRATED, is yet 
another example of the editorial brillianéé and ® 
drive which alone have made ILLUSTRATED 
: Britain’s Foremost Picture Weekly. ' 
| Indisputable evidence of ILLUSTRATED’s | 
* i progress is shown by the fact that despite |. 
| ' the general increase in the price of newspapers 
J and magazines, ILLUSTRATED’s weekly sale 
Gg is now higher than it was at this Bd 
: last year. * ee 
4 ~~ ILLUSTRATED is one of the finest invest- ah 
ments available to advertisers. * ‘ 
ao : , 
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PHILIP BMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. 
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POLICY PLATFORM—Agency Recognition (2) 
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How ‘The System Works Overseas 


N_ the English speaking 
ewe. relationships be- 

tween media and agencies 
aave developed on lines similar 
to those in Great Britain. Con- 
sequently, principles and ob- 
jects are broadly identical—an 
agency, before it can draw 
commission, must prove its 
financial stability, its indepen- 
dence, and its competence. 

But in method there are some 
interesting differences, worthy of 
study by those who would assess 
the merits and demerits (if the 
latter exist) of the system estab- 
lished here. 


* * * 


N the United States, there 1s 

no agreement whatever be- 
tween the American Association 
of Advertising Agencies and 
media organisations covering 
agency recognition or conditions 
thereof, because any such agree- 
ment would be illegal. 

It is therefore solely the prero- 
gative of the individual medium 
owner to decide which agencies 
he will or will not recognise. 

In this he may be, and in fact 
is, assisted by the media organisa- 
tions, which .nvestigate agencies, 
especially as to credit standing, 
and recommend those agencies 
that meet established standards, 
but any collusion to recognise 
particular agencies, and not to 
recognise others, would be un- 
lawful. The medium owner may 
ignore association recommenda 
tions if he wishes, though in the 
case of Associated Business Pub- 
lications, recognition of agents in 
the “recommended” list is in 
practice automatic. 

Certain basic requirements, 
almost identical with those 
adopted by British media organ- 
isations, must usually be com- 
plied with before recognition is 
granted. These are: 

That an agency should be a 
bona fide agency, free from 
control by any advertiser or 
medium owner. 

That commissions 
not be rebated. 

That the agency should 
possess ad- quate personne] and 
ability. 

That it should have adequate 
financial capacity. 

When applying for recognition, 
an agency is usually asked to sub 
mit a verified balance sheet, 
further statements being com- 
monly required every six months. 


should 


Last week the write: 


outlined the principles and practice of adver- 


tising agency recognition in this country. Here he describes systems 
in U.S.A., Australio and Ireland and makes some comparisons. 


The amount of capital required 
will vary, dependent on the type 
of medium and the size of the 
advertising commitments _in- 
volved. It is regarded as highly 
desirable for an agency to build 
up and maintain a current net 
capital equal to from one to two 
months’ billings. 

Media organisations, before 
making any recommendations, 
try to evaluate agency ability in 
various ways. For example, 
American Newspaper Publishers 
Association asks for “a complete 
resumé of the past business con- 
nection of all principals,” in- 
quires whether any member of 
the agency has failed in business, 
and requires a complete list of 
clients, showing the types and 
volumes of advertising used. 
Periodical Publishers Associatioa 
requires that the agency prin- 
cipals, “as individuals, and the 
ageNcy, as an organisagion, must 
have demonstrated their abilitv 
to develop and service national 
advertisers.” A.N.P.A. and 
P.P.A. also require that the dollar 
volume of business must be of a 
fair amount. 

Mosi media organisations re- 
quire that the applicant agency 
must be placing enough business 
in a certain number of their 
member, publications to justify 
the work of investigating and 
recommending. 

There are, however, no hard 
and fast rules respecting minimum 
financial resources or business 
volume, 

In the radio and television 
field, there is as yet no central 
recognising body, but recognition 
is usually given by network com- 
panies and individual stations to 
agencies recognised by other 
media organisations, and to other 
applicants meeting their require- 
ments. 


* * * 


J te Australia, the media organ- 
isations are the accrediting 
bodies, though newspapers are 
autonomous, in that they may 
grant commission as and to whom 
they please, in respect of certain 
classes of business specified in the 
rules of the organisation to which 
they belong. Examples of such 
exceptions would include in 
special cases certain local and 
retail advertising, classified and 
other specialised types. Agents 
must conform to standards similar 
in principle to those required 
here and in 


Practice differs appreciably 


from that in Great Britain, 
partly because Australia js a dif- 
ferent kind of country, and partly 
because collaboration between 
the Australian Association of 
Advertising Agencies and the 
media organisations tends to be 
closer and more formal, though 
niosmaster agreements exist. 

The Provincial Press Accredita- 
tion Bureau, for example, drew 
up its rules in co-operation with 
the A.A.A.A., and these rules 
provide for a joint committee of 
the two bodies to consider matters 
in dispute between an agency and 
the Bureau, No such machinery 
for joint consultation exists hére, 
though the LLP.A. and media 
owners are in accord on the 
general principles of recognition, 
and representations by the 
1.1.P.A. on behalf of its members 
are invariably considered with 
respect. 

Consultation with the A.A.A.A. 
is mandatory by the accredita- 
tion rules of the Australian 
Federation of Commercial! Broad- 
casting Stations. In other cases, 
committees of the A.A.A.A. and 
of the appropriate media organ- 
isation meet whenever accredita- 
tion problems arise. 

Another interesting point is 
that by the rules of the Austra- 
lian N.P.A., representing one im- 
portant group of newspapers, and 
the Australian Newspapers Coun- 
cil, representing another big 
group, an accredited agency must 
be a member of the Australian 
Audit Bureau of Circulations. 
Any such rule would be out of 
the question here, where not all 
national newspapers are A.B.C. 
members. 

The Australian N.P.A. and the 
Advertising Contro] Board rule 
that no accredited agent shall 
submit to any newspaper free 
publicity matter for publication. 
Agents accredited to the Provin- 
cial Press Accreditation Bureau 
must not “press for publication 
of free publicity matter.” 

_In Australia, though the finan- 
cial standing of an applicant is 
taken into account, accrediting 
bodies are not so much concerned 
with this, or with volume of 
business, as with the agent's 
personal reputation. 

_Much consideration has been 
given, particularly by the News- 
paper Council and its Advertising 
Control Board, to the possibility 
of setting a “standard of minims,” 
but the conclusion has been 
reached that this would be im- 


practicable. The position in 
Australia is complicated by 
geographical circumstances and 
by the existence of commercial 
radio as a major medium, Firm 
figures of minimum liquid assets 
and capital that might be reason- 
able for one State might not be 
for another, as populations vary 
so greatly. A minimum value of 
placings of £20,000 annually 
might be reasonable for agencies 
in Melbourne or Sydney, but not 
for Adelaide or Perth. 

Again, in Queensland, owing to 
the scattered population, radio 
and local newspapers are more 
important to advertisers than 
they would be elsewhere. It 
would, therefore, be unfair to 
debar an agent from recognition 
by the national Press because he 
spent comparatively little of his 
clients’ money in national news- 
papers. 

The number of clients serviced 
is, however, regarded as impor- 
tant, to guard against formation 
of “house” agencies. 


* * * 


N Ireland, until recently, the 
Dublin Newspaper Managers’ 

Committee, and the Association 
of Irish Newspapers (provincials) 
have based their decisions in the 
main on the personal standing 
and experience of an applicant 
for agency recognition, plus his 
potential business. Financial 
guarantees have not been asked 
from members of the Irish Asso- 
ciation of Advertising Agencies, 
which has a substantial guaran- 
tee fund. Bank references were 
required from non-members. 

A new form of contract, how- 
ever, has lately been introduced 
by the Dublin Newspaper Mana- 
gers. This requires the same kind 
of information, regarding capital 
resources, shareholders, etc., as is 
required here by the N.P.A. and 
Newspaper Society, and asks for 
similar undertakings regarding 
ethical conduct and retention of 
commissions. Membership of 
the LILP.A. is accepted as evi- 
dence of experience. 

The more one studies these 
systems of agency accreditation, 
the more one is forced to the con- 
clusion that the power they give 
to media owners, with the willing 
co-operation of agents, to main- 
tain high standards of agency 
practice, is one that operates to 
the benefit of advertisers and the 
advertising business. 
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R. JOHNSON’S famous 

reply—“Ignorance, pure 
ignorance”—can hardly be the 
reason for the pretentiousness, 
pomposity and ugliness of a 
104-page book published by 
The Owen Organisation of 
Great Britain, and entitled An 
Industrial Commonwealth. 
With so many examples of 
fine, dignified and effective 
commercial literature as prece- 
dents} how did this inadequate 
representative of the great 
Owen Organisation get out 
through the doors? 

Was it, perhaps, that a com- 
mittee steamrollered the opinions 
of the man who tried to do the 
job? Or that the man who gave 
| the instructions was so high up 
! that his word could not be ques- 
tioned? I doubt if we shall ever 
know? 
| The book tells of the develop- 
| ment of the Organisation. But 
. there is not a human note in the 
whole 100 pages. It is an account 
—and account is the just word— 


ANNIVERSARY BOOKLETS MUST HAVE 
REAL PUNCH TO GET READERS 


of people doing quite undramatic- 
ally the things one expects them 
to do. Industry is made up of 
people, and people live lives, 
score great achievements, make 
ridiculous mistakes, are heroes 
and cowards jin successive 
breaths. I cannot believe that 
this book really tells the whole 
story of the Owen Organisation, 
which must teem with people at 
least as large as life. Indeed, 
where are all those people a little 
larger than life who provide the 
“character” stories that go down 
in the legends of a business? 

Presentation is equally dull 
except for a handsome linen 
board cover in black and old 
gold with a fine oxydised brass 
seal of the Festival Symbol 
mounted on it. 

Text in Baskerville 10 pt. on 
12 pt., not ill-chosen for art 
paper. There is, however, too 
much lead between paragraphs— 
12 pts. of white every inch or 
so makes the pages very bitty. 
Margins are on the skimpy side. 
Bodoni Bold Condensed, Beton 
Open and Baskerville Bold are 


+ LARGEST CIRCULATION 


IN SOUTH WALES... 


Ady-rtisement Manager 


LONDON 
176 FLEET STREET, E.C.4 - 


HEAD OFFICE : 
ST. MARY STREET, CARDIFF - 


Manager : GEORGE J. STUDD 


Telephone : 7000 
: STANLEY BALDWIN 


OFFICE : 
Telephone: Central 1459 


, headlines—in 
ipleasant but 
<tinction, 


ers if anybody 


used various) 

themselves n. 

used without « 
One often w: 


reads these ‘cc.cus commercial 
histories once the proofs have 
been passed. 

* * * 


IN VIOLENT CONTRAST to Owen's 
unhappy offspring is a delightful 
book telling the story of Marconi 
television. The large format, 
royal quarto, is itself impressive 
—though it is difficult to find a 
home for books 12 inches high. 
The cover is bright and attractive 
in yellow with blue and gold 
blocking. Though the subject 
combines engineering and elec- 
tronits, nobody thought the cover 
ought to be dull. 

First and last pages are text, 
on azure blue stock with head- 
lines in Ultra Bodoni Italics and 
text in 12 pt. Imprint. 

The story is told almost entirely 
in photographs with captions, 
some of them whole page bleed- 
offs and all of them excellent. 

This is a book everybody will 


like and want to borrow. And 
it delivers its story. 
* * * 
THE TESTIMONIAL is always 


so much more convincigg when 
quoted in full than when only 
praiseful extracts, are given. One 
tends to suspect a quotation torn 
from its context. 

Reproducing, then, testimonials 
to Women’s Wear News, Mr. 
Thornton Bridgewater decided to 
give the whole of 22 letters 
received from firms in the textile 
trade. He has had them printed 
as miniatures of the original 
quarto letters, reduced to about 
quarter size. The constant fascin- 
ation of the miniature outweighs 
the disadvantage of having to 
read typescript in six point instead 
of the original 12 point, particu- 
larly as the reproduction is excel- 
lent. True, 22 letters take a bit 
of wading through, especially as 
they all say much the same thing 
and are written in the customary 
commercial jargon, but Mr. 
Bridgewater has let his corres- 
pondents speak for him and adds 
only a brief introduction. 

This is an effective mailing 
shot, and has the merit of being 
economically produced—an im- 
portant point when it is going to 
the advertising community which 
knows that in the end it will pay. 

’ * a * 


T. C. THompson & Son L1D. 
have sent out a quarto fly-fold 
leaflet to tell printers about the 
Thompson-British auto platen 
press. It shares the fate of the 
shoes of the shoemaker’s wife. 
It is pale, lifeless and dull. Surely 


To tell the story in pictures—as 
Marconi did—is one solution of 
the problem. 


it should have been a vigorous 
sample of the kind of work the 
machine will turn out. 
* * 7 

Moss Bros.’ latest, A History 
of Hunting Costume, is the 
customary combination of colour, 
humour and information. Frank 
Grey, the artist, and John 
Mortimer were teamed up to pro- 
duce pictures and text. And, of 
course, it is well done. I do not 
know of another business whose 
print has sustained such individu- 


PRINT REVIEW 
by 


Brian Hilton 


ality over so many Years without 
ever once falling below the 
highest standard. Other firms 
have had print vintage years, or 
produce occasional first class 
jobs. This Moss achievement is 
not, of course, due only to the 
skill of the advertising depart- 
ment and its agents. Without the 
courage and long-sightedness of 
the Board the plan could never 
have been established or main- 
tained. - 


* * 


WALLS (ice cream) have pro- 
duced a useful driving handbook 
for their drivers. Spiral wire 
bound it is well designed and 
printed in three colours. Text is 
straightforward and avoids the 


patronising tone common in 
booklets produced to instruct 
staff. 


* * 


RICH FULL COLOUR paintings 
have been used in a folder sent 
to doctors to tell them about 
Vi-Daylene and Di-Paralene. It 
is very impressive indeed. 

It is true, I think, that design- 
ing print for doctors is a tricky 
assignment. One needs to steer 


a careful course between excite- 
ment in word or picture and the 
kind of plainness which gets put 
aside for a later consideration 
which never arrives. 
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BUYING COMES EASY WHEN THE 
ILLUSTRATED LONDON NEWS 
HAS DONE THE SILENT SELLING 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 
concern there is no British publication to surpass 
The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the reason that, apart from 
thr cost, you acquire home and world-wide prestige 
which cannot be assessed in terms of money. 


Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS. Your announcements 
would keep uncommonly good company with 
advertisers whose products are known in every 


civilised country in the world. 


THERE IS NO SUBSTITUTE FOR THE 
WORLD-PENETRATION OF 


THE ILLUSTRATED LONDON NEWS, 
FIRST anp GREATEST ILLUS! RATED 


NEWSPAPER IN THE WORLD 


W. J. COWAN, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. Tel. TEMple Bar 5444 
MANCHESTER OFFICE: 55, Market Street Tel. Blackfriars 4109 
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Let me see if Philip can 

Be a little gentleman ; 
Let me see, if he is able 

To sit still for once at table. 


Information regarding education may not 
concern YOU, but many manufacturers 
are very interested. 


‘Dentining He Toad 


gives just these facts, together with more than 


16,000 


other items of marketing information for 
70 Towns and Districts. 


Bont forget to refer to 
your copy when you 
are planning or 
considering a campaign! 


NORTHCLIFFE NEWSPAPER 


” 


-—GROUPLTD 


R. H. Penney, Advertisement Director : 
Carmelite House, London, £.C.4. Telephone: Central 6000 


< | 


HOW Dif ECT MAIL CAN PLAY A 


Novemser 15, 1951 


PART |\ NATIONAL CAMPAIGNS 


HOULD ¢ircct mail adver- 
tising have a place in the 
publicity scheme? 

I ask this because of an 
article which appeared in 
ADVERTISER'S WEEKLY a few 
weeks ago. 

This was a survey of the ad- 
vertising appropriation for the 
coming season of a number of 
typical products— textiles, foot- 
wear, furniture, electrical and 
radio goods, detergents, branded 
medicines, plastics, paints and 
various branded goods. ~ _ ; 

Two points stood out in this 
survey. First, the large number of 
manufacturers who had allocated 
nothing whatever for direct mail 
advertising. (In the United States 
the manufacturers of these very 
products would have included 
direct mail as a substantial per- 
centage of the appropriation). 

second point was that 
those manufacturers who did in- 
clude direct mail were allocating 
between 15 and 35 per cent. And 
one category (which, rather sur- 
prisingly, was paint), was allo- 
cating as much as 70 per cent. 

This, I think, shows that there 
are still a large number of 
manufacturers and advertising 
agents not convinced of the im- 
portance of direct mail advertis- 
ing as an integral part of their 
advertising scheme. 

It also proves, I think, that 
those manufacturers who have used 
direct mail have found how 
handsomely it pays. 

So, to my original question, 1 
give as the answer a categorical 
“Yes.” In a fully effective 
publicity campaign, direct mail 
most certagnly should take its 
rightful place. 

I do not mean that money 
already allocated to successful 
Press advertising or other media 
should be diverted; but serious 
consideration should be given to 
allocating additional funds to a 
medium which has been proved 
time and time again to be highly 
successful. 

How does direct mail fit into 
the general scheme of a 
campaign? 

First, it must be fully inte- 
grated into the scheme as a 
whole. Its approach must be 
intimately tied to the Press and 
poster scheme. 

This may sound elementary, 
but it is astonishing how many 
firms and agents leave this side 
out of an otherwise excellent 
plan. 

_ Too often direct mail advertis- 
ing is Conceived and executed by 
someone within the manufac- 


turer’s organisation without any 
consultation or reference to the 
agent. No wonder that in such 
cases direct mail is discounted. 
As mailings can be, relatively 
speaking, cheap, the firm will 
allow any Tom, Dick or Harry 
to have “a fling” with some 
letters—or as they will say—"a 
few circulars.” If the letters fail, 
Tom, Dick or Harry will con- 
veniently forget the excursion 
into letter writing—and the negli- 
gible amount of money lost is 
quietly forgotten. 

But on the strength of these 
abortive efforts, direct mail can 
be damned. 

Having decided on direct mail 
advertising, the copy should tic 
up closely with the Press appeal 


KAY MURPHY, of Linguaphone, 
told Leeds Publicity Club 
recently how, by integration of 
direct mail with the rest of a 
campaign, results can be con- 
siderably improved. Here is a 

summary of her 


so that the total impact will be 
at full strength. And the timing’ 
of the direct mail should be syn- 
chronised with the Press scheme. 

For instance, if we are lauach- 
ing a new product, it must be 
properly distributed in the shops 
So that the public can obtain it 
when national advertising creates 
the demand. Direct mailings to 
distributors and retail outlets can 
prepare the retailer, first to stock 
the goods, and secondly, to be 
au fait with the special selling 
points of the product. 

There is another aspect: In 
our community certain ‘sections 
of people can influence consumer 
demand. For example, in the 
case of tooth paste, dentists can 
help enormously, by recommen- 
dation. In the case of new 
building materials, the recom- 
mendation of architects is impor- 
tant ... and so on. 

If you intend to build up sup- 
port from these sections of the 
community, it is wasteful to wait 
until your big guns in Press ad- 
vertising are fired. The job is to 
prepare in advance. And here 
direct mail is the economic and 
effective answer. 

Direct mail advertising re- 
quires more detailed work than 
Press advertising, but direct mail 
specialist agencies are equipped 
to take most of the detail off 
your hands. The advertising 
agent, will still be in control of 
a fully integrated publicity 
scheme. 


ee fo rp ee TF ie et wee ee ee er ae ‘a ee aoe oA mee 
- 4 ye f , a 4 | ES Seedy 4 a). ee Ties: oe ae Be ee veaud ne 
e ‘ yee ® “ oe 
ej : — panngeneseenneinea, oe 
nt ae 346 PS 
7 me 
“4 eee | 
ey ms | 
3 i 
‘ ee =| 
ct 
' | 4 \, = 
r 28. Js 
if = 
af | | 
aii ; 
ia | 
% 
sat - 
1 4 8 
- r = 
AL = 
- oN 3 ~~ 
ee 
ae 
pet 
a we 
fy - i 
ie 
: : Be — i 
ao — — y 
. : ‘ 
i 2 Po Ey 
: _ 
oat 
ee 
ae 
ve res 
air ee 
4 " i Y } rm ce 
ase ; a: 
Z : ee “h, 
(Sama 's 
tai NS AL URN EEE I LENE NS 4 
oe , A 
cata ae Pe on 
a ‘ = 


By Re ee rer a ae 


ba ohn, 


NovemBer 15, 1951 


BOB MARTIN’S PRODUCTS 

BOOTS PURE DRUG CO. LTD (National and Medical) 
BROWNS OF CHESTER LTD 

CABLE MAKERS’ ASSOCIATION 

CHUBB SAFES & LOCKS 

CIRO PEARLS 

CIVIL DEFENCE (C.O.I1.) 

DORVILLE SUITS & DRESSES 

DURESCO PAINTS 

THE ECONOMIST 

FERRANTI RADIO AND TELEVISION 
GENERAL SERVICES (LONDON) LTD 

JOHN G. HARDY LTD (TWEEDS & WORSTEDS) 
ILFORD FILMS 


IMPERIAL CHEMICAL INDUSTRIES LTD (METALS & FERTILISERS) 


KARDOMAH COFFEES AND TEAS 
LILLEY & SKINNER SHOES 

LI-LO (@.B. COW LTD) 

MALDANO COCKTAILS (GALE LISTER & CO. LTD 
MANN’S BEERS 

MARTIN’S CIGARETTES 

NATIONAL INSTITUTE FOR THE BLIND 
NEWMARK WATCHES 

REVELATION SUITCASES 

ROBREX (J. & J. COLMAN) 

ROTHMAN CIGARETTES 

GEORGE ROWNEY & CO. LTD 

SUNDOUR FABRICS 

THE BRITISH DRUG HOUSES LTD 


*VIYELLA’, ‘DAYELLA’ (WILLIAM HOLLINS & CO. LTD) 


WHITAKER’S ALMANACK 
YOUTHLINES (W.B. CORSETS) 
INC DEVELOPMENT ASSOCIATION 


Our clients are a pretty mixed bag. How mixed you can see 
from the list above and even more, perhaps, from the two 
illustrations. A is for Accurist Watches; watches which have 
a reputation as high as any in the land. Sound and consistent 
advertising has helped in the building of that reputation. 

But what about the old-fashioned brass bulb horn that goes 
with Z? That comes from an advertisement in which its dated 


EVERETTS ADVERTISING LIMITED 


10 HERTFORD STREET LONDON WI * 


ADVERTISER'S WEEKLY 


EVERETTS 
-A GOOD 
AGENCY 

BY ALL 
AGCOUNTS 


charms were contrasted with a contemporary and efficient 
zinc-die-cast windtone horn. An advertisement for which we 
were responsible on behalf of the Zinc Alloy Die Casters 
Association. 

Look down the list. You will recognise many well-known 
names. Everetts Advertising, we modestly affirm, has helped 
to make them well-known. 


TELEPHONE GROSVENOR 347 
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If you are out to conquer the Swiss market 
by advertising, give us the job of “putting 
you through” to your prospective custom- 
ers. We take care of your publicity plans, 
we explore the market for you, we calcu- 
late costs, we furnish you with ideas, 
illustrations, texts, we handle your entire 
budget and organise whole advertising 
campaigns. Let us advise on which num- 
bers to dial; let us be the switchboard 
and the telephone exchange; and we will 
give you a direct connection with the 
number you want - sales. 


46 branches and agencies 


PUBLICITA 


Société Anonyme Suisse de Publicité 
Lausanne (Switzerland) 


OUR SERVICES INCLUDE: 


Market Research and Investigation 


Organisation of all kinds of surveys. / Analysis of results. 
Interpretation of results 


Planning (based on the findings of Market Research) 


Determination of policy. / Selection of advertising media. 
Suggestions for complete creative campaigns. / Plans to cover 
different kinds of media. / Complete date schedules. 


The Appropriation (based on the advertising policy) 


Preliminary calculations on the costs of space, production, printed 
material, distribution, etc. / Detailed cost schedules of space, 


printed material, etc. / Complete cost schedules for the whole 
campaign. 


The Creative Work 


Creative thinking. / Finished artwork. / Copy. / Slogans. 
Translations. / The composition of the advertisement. 


Production, Printing and Despatch 
Placing of orders (with newspapers, for posters, etc.). / Production 
of printed material (leaflets, brochures, etc.). / Distribution of all 


printed material. / Organisation and selling of merchandise by mail. 
Supervision of complete campaigns. 


Accounts 


Centralised collection of invoices, etc., with submission of one final 
invoice to you. / Checking of all advertising vouchers, etc. 
Filing of blocks, matrixes, and artwork for future use. 


How our extensive organisation can help you: 


We prepare the ground for business connections. { We put you in 
touch with the right people, firms and authorities. / We advise 
and assist you in the choice of sales agents, representatives and 
premises. / We provide general information and advice in all matters 
affecting sales and advertising. 
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PROSPEROUS MARKET FOR BRITISH GOODS 


SWITZER 


§ cw 


British cons 


Wanted: 
by forceful 


Switzerland’s future policy 

will be based on free 
trade, and that import and 
export restrictions will be im- 
posed only when they are 
vital to the maintenance of 
Swiss economy. 

Minister Walter Stucki, 
who represented Switzerland 
at the international trade 
conference in Havana, sum- 
marised these special charac- 
teristics very aptly when he 
said that Switzerland is three 
times more sensitive in 
matters of export than the 
average country. 

He was referring to the fact 
that 32 per cent of Switzer- 
land’s national production is 
sold abroad—compared with 
a 10 per cent average for 
other countries—and that 
Swiss exports consist princi- 
pally of luxury goods which 
are in constant danger of 
being refused admittance as 
non - essentials by other 
countries. 

In commodities, Switzerland's 
exports are slightly greater than 
her imports, which is not a nor- 
mal condition. Ordinarily her 
balance of trade is unfavourable, 
whereas her foreign payments 
balance is favourable. The pre- 
sent trend, however, is towards a 
return to normal conditions. 

The unusually heavy imports 
of raw materials, foods, tobacco, 
tea, coffee, animal fodder, and 
manufactured products are 
declining towards their usual 
values, although they are still ap- 
proximately 50 per cent higher 
than in 1938, whereas the quanti- 
tative index of exports is about 
85 per cent higher than in 1938. 

In September 1951, the latest 
month for which statistics are 
available, the principal decline in 
imports, compared with a year 
ago, was in basic materials such 


]s may be anticipated that 


More 
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advertising 


as coal, fuel oil, gas oil, crude 
iron, crude steel and fertilisers. 

On the | other hand, imports in- 
creased in foods, fodder and 
fruits. Basically this is a result 
of the year’s erratic and generally 
meagre crops. 

Switzerland’s purchases from 
England amount to six per cent 
of her total imports—that is, 
almost the same as in 1938— 
whereas’ Britain’s share _ in 
Switzerland’s total exports has 
dropped from 11:2 per cent in 
September 1938 to 4-9 per cent 
in September 1951, a fact which 
does not tend to stimulate Swiss 
imports. 

The exchange of commodities 
between England and Switzerland 
could doubtless be much greater 
in both directions, and it would 
be a worthwhile task to examine 
the possibilities of trade develop- 
ment. Certainly it would be 
possible for British exporters to 
cultivate the Swiss market much 
more intensively than at present, 
particularly for articles which 
require consumer advertising. 


In field, United 
States, Italy and Germany are 
currently making noticeable 


efforts which the many Swiss 
friends of Britain and British 
products would 4, - happy to 
see duplicated for English 
export goods. 

* * * 


N general the boom in Swiss 
production goods is continu- 
ing unabated. The machine 
industry is fully occupied. The 
same is also true of the watch 
industry. In the latter industry, 
the general labour contract regu- 
lating working conditions has 
been denounced by the workers 
who demand wage increases of 
approximately 1-60 francs, or 
roughly 2s. 3d. per day. Similar 
wage demands are being made in 
the silk and rayon industry. 
Armament production in 1951 
has reached the goal set up in the 
defence programme without caus- 
ing disturbances in the labour 
market. 
The peak has already been 
passed in the building industry, 
as may be seen from the decline 
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in applications for building per- 
mits and in cement consumption, 
as well as in the growth of com- 
petition. 

The tight condition on the 
housing market is beginning to 
relax. For the first time since 
the war the number of empty 
flats is tending to exercise a 
regulating influence on ‘rents. 
The need for such an influence 
has been acute, particularly in 
the case of flats in new houses. 
In the chemical industry the 

supply of raw materials is so 
favourable that the tight demand 
is beginning to return to normal, 
whereas the demand for metals, 
machine and structural steels is 
still very great. 

The rise in prices of high alloy 
steels has had a disquieting effect 
on the production of industrial 
accessories that are particularly 
dependent on such raw materials. 

For reasons of national 
neutrality, trade with Iron Curtain 
countries has been put on a quota 
basis. This enables the Swiss 
authorities to show that trade 
with these countries has not been 
intensified and that, on the con- 
trary, it is continuing within con- 
servative limits and does not in- 
clude any vital raw materials or 
manufactures for military pur- 
poses. 

Boom conditions likewise pre- 
vail in the appliances industry, 
particularly in the manufacture 
of fittings and washing machines. 
In the latter branch domestic 
production is beginning to com- 


pete with imported products to 
an increasing extent and new 
buyer groups are appearing, 
whereas the market for boilers, 
refrigerators and other household 
appliances is more or less 
saturated. 
” * * 

N the field of consumer goods 

there is an improvement in 
sales retarding conditions which 
resulted from stock-piling pur- 
chases following the Korea crisis. 

After a cold and rainy summer 
the market is beginning to revive. 
There is a demand for textiles, 
ready-made clothing and fashion 


vealing any revolutionary 

novelties this autumn, and 

Christmas business appears to 

be promising for 

ind . 

Autumn wage bonuses. in 
private industry and among 


Government ¢ a have had 
a stimulating effect on their pur- 
chasing power and, thus, on the 
sales of consumer goods. 
Moreover, some branches of 
the clothing industry have en- 
countered marketing difficulties 
abroad, and the fact that their 
quotas under existing trade agree- 
ments have not been fully utilised 
has had a stimulating effect on 
the domestic market. 
* * . 
A SURVEY among private 
households has shown that 
emergency stocks of food and 
(Continued on page 352) 


The author of this article, Dr. MAX 
is well known in Swiss 
economic circles as a writer and 
He regularly contributes 
to a number of economic journals 
in Switzerland and is the author of 
a series of publications on 
and economic subjects. 

it ten years, Dr. Fischer has served 
n various offices in the secondary 
and vocational school system of his 
native Canton of Zirich. 


FISCHER, 
publicist. 
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The Media 


for successful Advertising 


in Switzerland 


LUZERNER NEUESTE NACHRICHTEN 
DER FAMILIENFREUND 
L°ABEILLE 


HEIM UND LEBEN 


CAMERA 


PHOTO-AMATEUR 
WERKZEITUNG DER 


SCHWEIZERISCHEN INDUSTRIE 


ADVERTISEMENT RATES ON APPLICATION TO 


C.J. BUCHER LTD. LUCERNE SWITZERLAND 


PUBLISHERS AND PRINTERS 


SOLE REPPESENTATIVES FOR THE UNITED KINGDOM: 


ALBERT MILHADO & CO. LTD., 140 CROMWELL ROAD, LONDON 8.8.7, TELEPHONE WESTERN 3127/8 
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following firms: iim Some more proofs 
Aquascutum meg 


Austin 


i of its value: 
Black and White < : 


Blackford Lavender Water 
British European Airways 


= a t circulati 
English Rone Foondofiens The largest circulation of the Geneva 
Gor-Rcy 


j dailies. 
Gordo’ Gin : 


wert - @ An ever-increasing number of clas- 
orris Tweed = sified advertisements in its columns 
Huntley and Palmer 
Jaguor ; (several hundreds a day). 
poy oe Almost the entire press advertising of 
Language Tuition Centre ‘ the big Geneva shops is carried out 
London an in it. 
Morris ty : 
Raleigh Bs The advertisers whose budgets only 
Royal Enfield rs include a few big dailies, show a 
Stera-Kleen 


aad P preference for it. 
Travel Association 
of Great Britain 


ee ee a a. ee 


Full details from exclusive representatives : 
PUBLICITAS, Foreign Department 
Lausanne, Switzerland 


Switzerland 
is @ prosperous market 
with the highest buying power 
in Europe 


ees oe ee a) 5 ee ee a SS a Bee aac | re rs <a 
ae Fe Lana a y= gl SSS” = 4 ote | a a Sr keto Hee eine = Se f ae 
zy ' ce = LLL LL ELLA LOL OLA IT ' 1 
= NoveMBER 15, 1951 351 STERTEERS WEEELY - 
v * and y Lie Au a 
i ee $ eb Ww Z | / : ; : } , E 
F id a ti, fe =! 4 
i ji”, = ee 
> A Fife : B 
a 4 vy a ' = ‘jp? ‘i 
=. ta > | , 
¢ As do the a” hh j 
: be ; f bs 
~ j . 4 
ee * 
_ @ een | 
= 7 . Sains : 


pv ncnaicos A AD 1 


7 


ADVERTISER'S WEEKLY 


beverages built up last year are 
on the wane so that normal 
demand on the part of consumers 
may be expected again in the 
near future. 

Price competition in this field 
is particularly keen in Switzer- 
land. The large distributing 
organisations keep a _ constant 
watch on each other's activities. 
A price war has begun in con- 
fectionery and biscuits. 

There is always a big demand 
for motor scooters, a fact which 
is cutting into sales of bicycles. 

Motorisation of traffic is mak- 
ing rapid strides and this affects 
traffic planning and highway con- 
struction. For a long time to come 
Switzerland can look forward to 
a heavy demand for equipment 
for highway construction, distri- 
bution of electric current and 
sewage disposal plants, as this 
type of work has been long 
neglected owing to the boom 
conditions prevailing throughout 
the country. 

Television is in increasing 
demand. Approximately a dozen 
manufacturers of wireless and 
telephone equipment have estab- 
lished an association to deal with 


352 


THE SWISS WANT BRITISH CONSUMER GOODS 


(Continued from page 349) 


television problems. As soon as 
experimental stations have deter- 
mined the most appropriate 
system for Switzerland, this will 
be an interesting field of activity 
for both Swiss and foreign pro- 
ducers of electrical equipment. 
Distributors of photographic 
equipment and optical apparatus 
(field glasses, etc.) complain about 
slack business, attributing this lull! 
to illicit imports from Germany. 


Wholesalers are showing con- 
siderable reluctance to buy, as 
many of their outlets—for textile 
goods, for example—are over 
stocked. 

The supply of nylon yarn has 
improved substantially, whereas 
new orders are slackening off. 
Swiss domestic production—from 
the factory in the Canton of 
Grison—is at present being used 
mostly for technical purposes 
rather than for hosiery manu- 
facture. Domestic production of 


staple fibre is now about 2,000 
tons annually. 
* > 

HE capita rket shows a 

trend towards a slight defici- 
ency, while interest rates are ris- 
ing, particularly for bonds of 
small and medium sized banks 
(rate approximately three per 
cent). 

Prices of numerous shares are 
rising as a result of the run on 
securities and the influence of 
increased dividends. 

A gentiemen’s agreement 
among the larger banks to take 
a somewhat conservative attitude 
in granting mortgage loans has 
led private investment concerns 
to become more active on the 
mortgage loan market. 

In insurance the issuing of new 
life insurance policies has 
remained stationary, despite in- 
creased efforts on the part of 
agents. On the other hand in- 
creasing sales are reported in 
insurance against damage to 
property. Premiums for accident 
and obligatory liability insurance 
are expected to rise again. In 
marine and transport insurance 
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large damage claims are driving 
premium rates upward. 

Of importance in respect of 
financial policy is a- project to 
allow private industry a greater 
proportion of tax-free reserves 
as a buffer in case of later busi- 
ness reverses. 

It has been interesting to ob- 
serve the recent rise in the price 
of German Sperrmarks, giving 
rise to hopes of a resumption of 
interest payments by the 
Germans, although at a consider- 
ably reduced rate. 

* ~ * 


HE future development of 
Switzerland’s economy, like 
that of the rest of Europe, 
depends on the political fate of 
the Continent. Whatever Switzer- 
land, with her limited resources 
but inflexible determination, can 
do towards preserving her inde- 
pendence will be done. Switzer- 
land's will for independence and 
self defence is above discussion. 
It is to be hoped that the 
general trend of events will be 
towards greater freedom in the 
world-wide movement of persons, 
ideas and goods, and that Switzer- 
land may be able to keep her 
modest share of the world’s trade, 
thus maintaining her position as 
a producer of specialised goods 
as well as her purchasing power 
as a buying nation, 


HE real function of over- 

seas advertising is to 
interpret the sales story of the 
product in the language and 
idiom of the country con- 
cerned. 

To do this involves consider- 
able knowledge of the people of 
the particular ccuntry, their 
idiosyncrasies and so on, as well 
as familiarity with media avail- 
able, so that copy will not only 
suit this media, but will also 
appeal to the people who see it, 
and persuade them. 

Of nowhere is this more true 
than Switzerland. To advertise 
successfully there it is essential 
to use the services of a Swiss ad- 
vertising agency or consultant, 
working in conjunction with the 
manufacturer's United Kingdom 
agency, so that the best local 
knowledge of the market may be 
allied to the most intimate know- 
ledge of the product itself. 

1 would like to illustrate this 


premise with an example of 
Jowett Car's advertising in 
Switzerland. Jowett were faced 


with a two-fold problem: to sell 
their Javelin saloon, a small car 
of high performance in the 
medium price range, and to in- 
troduce their new Jupiter, a 
specialised sports car with a 
superlative performance but, of 
course, more expensive than the 
Javelin. 

The Javelin advertisement re- 
cords a number of peculiarities 
of the Swiss market. In the first 
place. notice the “fussiness” of 
the layout. A great deal of 
detail is packed in, because the 
Swiss have inquiring and restless 
minds. What is more natural, 
therefore, than to headline the 


Advertising must be Swiss 


| in outlook 


HENRY DESCHAMPSNEUFS, head of the cverseas 
departinent, F. C. Pritchard, Wood and Partners, 
Ltd, shows some of the points to be observed when 
producing advertising for Switzerland, by reference 
to an example of Jowett Cars’ advertising theme. 


advertisement “To begin with the 
engine.” The Swiss will immedi- 
ately ask “What is the engine 
like?”—and the copy goes on to 
tell them, in some detail. 

This copy stresses the fact that 
the Javelin engine is built on a 
new principle, since the Swiss are 
passionately interested in any- 
thing new, or at least very up to 
date. You cannot unload old 
stock on to the Swiss market. 
And this point was stressed with 
a series of smal] drawings which 
show the car’s up-to-date quali- 
ties such aS road-holding, corner- 
ing, ete. 

The illustration of the Javelin 
in the bottom right-hand corner 
of the ad. is drawn to make the 
car look as large as possible. The 
Swiss are a small nation in size 
of land and population, but no 
Swiss is going to buy something 
in the “small” class, and hence 
one must “think big” when deal- 
ing with them. Yet, the fact that 
the price had been reduced was 
mentioned because the Swiss 
dearly love a bargain. They can, 
and do, afford the most expen- 


sive products in the world, 
but they are very price 
conscious, and buy most 
keenly. 

This advertisement, with 
others in the same series, 
appeared jin the daily Press | 
in either French, German } 
or Italian. Each main town | 
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has at least one important 
daily paper, and whilst 
none are truly national, it is pos- 
sible to obtain national coverage 
by using several of them. 

Jupiter advertising has been 
designed to appeal to the Swiss 
desire for anything exclusive, 
and in the best of taste. Copy 
stresses the fact that the Jupiter 
is made by Jowett and presents 
the car, so to speak, as the ulti- 
mate in sports cars, yet with a 
good pedigree. This campaign 
appeared in magazines designed 
to appeal to the motoring enthu- 
siasts. These magazines are 
national, hence copy has to be in 
both French and German. 

It should not be forgotten that 
there are good poster sites in 
Switzerland. Poster designs 


An example of how a British product 

is being successfully put over on the 

Swiss market by good co-operation 
advertiser, his English agent, 
and agent on the spot. 


usually carry the minimum of 
legend, and are generally gay in 
colour, showing often abstract 
ideas in concrete forms. Films 
are also used for advertising, and 
anyone who has seen Swiss book- 

ts will appreciate the high 
quality and standard of design. 

You cannot sell in Switzerland 
unless you advertise. It is the 
job of the advertising man to 
take all the Swiss marketing facts 
and turn his selling message into 
one which will appeal to the 
Swiss mind. 
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The internationally famous, 


internationally read 


Neue Siirher Zeitung 


is the newspaper which represents 


we 


THESE ARE YOUR CUSTOMERS — 


Switzerland is a country in which.a very high 
standard is set. Its own national industries 
produce articles of fine workmanship and 
modern design, and its shopwindows offer a 
bewildering assortment of goods imported from 
all the leading manufacturing countries. 


laeg 


It follows that Britain sends her best quality 


Py 


| Srigliseg . 
goods to Switzerland, where they can and do 
compete with the world’s best. Decades of 
peaceful labour have created a well-to-do class 
of businessmen who, whith their families, are 
both prosperous and ’’choosy’’. Choosy about 
the goods they buy and about the newspapers 
they read. 
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These people read the NEUE ZURCHER 
ZEITUNG because there is no better in- 
formed journal on the Continent of Europe. 
These people are, or can become, your 
customers. 


7 Exelusively represented by 
POWERS LTD., LONDON, S.W.1, 
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STRATEGIC 
POSITION 


(EE IT RO 


When planning your campaign, keep National Solus Sites in mind. Every 
town of importance in England and Wales has National Solus Sites, standing alone 
in commanding positions on busy streets. A poster on a National Solus Site 


is permanently in the public eye, doing a better selling job at a lower cost. 


TONAL SOLUS SITES LIMITED 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD 
56/60 STRAND, LONDON, W.C,2 - 


Directors. T. A. ALILAM (Managing Director) 


TELEPHONE * TRAFALGAR 4922-3-4 


S. E. CARTER P. W. FELTON ° R. H. LAWSON 
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OUTDOOR ADVERTISING 


Two-Point Plan For Controls Revision 
For The New Minister 


HAT are the prospects 
of obtaining a _ revision 
of the Control of Advertise- 
ments Regulations? This 
question has been asked count- 
less times during the past three 
weeks. If leaders of the in- 
dustry are not already con- 
sidering the possibilities, it is 
a safe assumption that they 
will soon be doing so. 
The questions which will con- 
cern them are these: 
(1) Is it possible to make a 
successful approach to the new 


With the arrival of a new 
Minister at the Housing (formerly 
Planning) Ministry, the time has 
come for renewed efforts by the 
outdoor advertising industry to 
have the regulations for adver- 
tisement control revised. For 
various reasons, disciissed in this 
article, there is not iikely to be 
a substantial change, suggests our 
contributor. But, he says, the 
industry would be foolish not to 
approach the new Minister. 

Two points which should have 
priority in these discussions are: 

@ Removal of “dual control”; 

@ Revision of the appeal 

machinery. 


Minister to bring about a revision 
of the Regulations? 

(2) Does the industry desire 
revision within the framework of 
the Town and Country Planning 
Act, 1947? 

(3) Or does it want revision on 
such a wide scale that a new Act 
would be required? 

There is little reasonable hope 
that the Act itself, and therefore 
the Regulations under it, will be 
completely repealed. To undo the 
Act and restore the pre-1947 posi- 
tion would have such far reach- 
ing consequences that there would 
be nothing but chaos over a wide 
field of local government 
throughout the country. 

Many of the professional 
bodies who are affected by the 
Act are strongly opposed to the 
manner in which its main provi- 
sions are being administered. 
They will do their utmost to con- 
vince the new Minister that much 
of the muddle that now exists 
can be cleared away. But when 


(Contributed ) 


it comes to a tug-of-war between 
loca! authorities and professional 
bodies, governments, whatever 
their political foundations, pay 
heed to the local authorities. 

Assuming that the Government 
is prepared to yield on matters 
which affect vitally the outdoor 
advertising industry, what is the 
attitude of the~ local planning 
authorities? Would they, even at 
the behest of Whitehall, be pre- 
pared to accept changes in the 
Regulations themselves, or in the 
way that they have been adminis- 
tered? 

Already many local authorities 
have in some respects, such as 
drawing the boundaries of special 
areas, shown themselves to be 
100 per cent willing to work hand 
in hand with the _ industry. 
Latterly, so far as the designation 
of special areas is concerned, 
there has been no real conflict 
of view between the industry and 
any local authority. The spirit 
of conciliation and negotiation 
has the upper hand, and it is 
highly probable that this will be 
maintained. 

Further, the local authorities 
have not been anywhere near so 
active as was expected in the 
matter of “challenges.” This is 
probably due to a variety of 
reasons. The Minister's injunc- 
tion that the challenge procedure 
should be used with discrimina- 
tion—even though it may have 
been actuated by a desire to cut 
down the potential number of 
appeals—no doubt was partly 
responsible, but on the other 
hand, it is well known that the 
burden of work on chiefs respon- 
sible for the administration of 
town and country planning has 
been such that they have been 
compelled to move slowly. Deal- 
ing with matters under town and 
country planning is highly skilled 
work, and there is not the 
requisite staff available to deal 
either with matters of policy, or 
administration. 

Undoubtedly, too, a _ better 
feeling has been developed and 
there is a growing realisation 
among the amenity-planners 
that certain basic economic con- 
siderations have to be taken into 
account. It has been well argued 
that if for the sake of amenity, 
you injure seriously the distribu- 
tive organism of industry, you 
may be asking the community to 
pay too high a price. 


But despite the improved rela- 
tions now prevailing, it must be 
admitted that there is no sign that 
local planning authorities have 
any intention of yielding their 
legal powers under the Regula- 
tions. According to what one 
hears, the authorities are as un- 
yielding as ever in dealing with 
applications for express consent. 

The signs therefore are that on 
procedure the authorities will do 
all in their power to make the 
Regulations work smoothly and 
with the minimum of trouble to 
themselves and to the industry, 
but they will not surrender one 
iota of their present powers. 

The authorities or some of 
their spokesmen have, however, 
declared publicly, that they desire 
that differences of opinion should 
be settled locally, and that there 


should be no appeal either to the 
Minister, or to a court outside 
their own area. They base their 
arguments on the ground that 
local people know best what are 
the local amenities. 

These matters, of course, are 
well known to the permanent 
officials in Whitehall, and it is 
their duty to place the views 
of the local authorities before 
the Minister when he is con- 
sidering what action he can take, 
if he intends to take any at all. 
The attitude of the local authori- 
ties most certainly will be difficult 
if the outdoor industry makes any 
approach to the Minister. 

All the same, the industry 
would be most foolish not to 
make such an approach. There 
is much in the Regulations that 
could be modified, if the case 
were and well argued. 

One of the big arguments that 
the industry could weli put for- 
ward is the financial state of the 
country. Nobody knows the cost 

(Continued on page 358) 


AUTHORITY 
CO-OPERATED 


Another example—and a par- 
ticularly good one—of how out- 
door advertising can actually 
improve amenities is shown in 
these two pictures. Sheffields Ltd. 
took over the derelict site (left) 
in Broad Street, Birmingham, and, 
with considerable co-operation 
from the local authority, trans- 
formed it into the garden-fronted 
site below. To provide a foil for 
this display the gable behind has 
been faced and painted battleship 
grey with 2 in. battens in maroon. 
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Discriminating 


: Space-buyers 
” specify B.E.T. 


for outdoor advertising 


advertisi ng : 


The Advertising Department - 
THE -B.8.7. FEDERATION LTD. 
88 Kingsway, London, W.C.2. Telephone: Holborn 7888 
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OUTDOOR ADVERTISING 


STUART LEWIS LOOKS AT POSTERS 


Drinks And Films At 


Leicester Square 


As you wander about the Underground stations of London, two types 
of posters that are most prolifically represented are those for drinks 
of all kinds—alcoholic and otherwise—and for films. In his review 
of current posters, Stuart Lewis out some outstanding examples 
—outstanding for their excellence or otherwise. 


The dumpy and demure Lady Godiva on 
a no less homely horse comes, not from 
Coventry, but from France. Cartoonist 


HERE was _ something 

- rather exhilarating, if 
slightly fanastic, about the bad 
old days when a “trade war” 
really was a war. 


Who could remain unmoved by 
the preposterous claims and fabu- 
lous offers of the early thirties, 
by all the bluster and 
blandishment? Who, after all, 
could neglect the opportunity to 
acquire a camera or a card table, 
a bicycle or a suite of furniture, 
simply through dogged devotion 
to one product and the collection 
of countless coupons? 

Because many of the methods 
then employed were irresponsible, 
wasteful and anti-social, wars are 
now conducted on far more 
gentlemanly lines. So very much 
the better. But let us remember 
that the tone of advertising, as it 
becomes more ethical, can also 
become less vital; and that the 
production of “respectable” ad- 
vertising that is also competitive, 
whether on posters or in the Press, 
demands a far keener creative 
sense. 

At this moment, unknown to 
most of the drinking public, the 
Battle of the Palate is on. 
evening this month I took the 
trouble to count the number of 
drink posters displayed on 16- 
sheet sites. facing a platform at 
Leicester Square station. There 
were ten out of a total of thirty- 
four—nearly one in three. 

Apart from some old friends— 
Guinness, Whitbread, Watneys— 
they were a pretty undistin- 
guished and unmemorable bunch. 
Among the non-starters were 
Coruba Rum, Whiteways Wines 
and Barclays (a composite border 


of beer labels with a short piece 
about ancient Southwark in the 
middie). I was glad to see, how- 
ever, the splendid Double Dia- 
mond campaign in poster form; 
for here is a campaign with an 
effective selling theme and a 
visual presentation that is equally 
suitable for Press and posters. In 
such a competitive market, where 
every shot counts and every 
pound must pull, it is more than 
usually necessary to co-ordinate 
Press, posters and all other types 
of publicity. This, it seems, is 
what Double Diamond are doing. 
Why, I wonder, cannot Bass do 


In the fine tradition of film 

posters from Ealing Studios is 

this poster-within-a-poster for 
“Kind Hearts and Coronets.” 


the same thing? 
not adapt their “Whenever I see 
this . . .” campaign for use on 
the hoardings? Why, anyway, do 
they continue to run an old and 
dowdy poster carrying the old, 
and very overworked slogan 
“Great Stuff This Bass”? It may 
well be that they are planning the 
sort of tie-up I suggest, and that 
a poster critic is being tiresomely 
wise before the event. I hope 
so. 


Why do they 


* * * 


IT IS HARD to write about film 
posters without becoming face- 
tious and even flippant. It is too 
easy to poke fun at those multi- 
coloured eyesores which announce 
the week's ration of sadism for 
the suburbs or the latest pseudo- 
psycho slush. They are the Aunt 
Sallies of the poster world. Yet 
it would often be fairer to criti- 
cise the films they advertise; for 
the fact is, I believe, that many 
films get the posters they deserve. 
There is, however, room for 
enormous improvement even in 
the promotion of “popular” films. 
There is no reason whatever why 
the advertising of films should 
not at least attain the same crea- 
tive level as that of any other 
mass-market product. 

By commissioning first - rate 
artists to design their posters 
Ealing Studios have long since 
set an example which few other 
companies have attempted to 
follow. The posters for Kind 
Hearts and Coronets, The Blue 
Lamp, Under Capricorn and The 
Magnet were all of a high stan- 
dard. The current job for The 
Magic Box, though not from 
Ealing Studios, is quite in the 


Jean Effel was responsible. 
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best Ealing tradition and better 
than anything else to be seen at 
the moment. 

Two other film posters caught ~ 
my eye this month and for 
different reasons. Who could fail © 
to cast a casual glance at Lady © 
Godiva, dumpy and demure, 
seated on a no less homely horse? —~ 

The poster for Lady Godiva 
Rides Again is by the famous 
French cartoonist Jean Effel, and ~ 
it strikes a charmingly naive note. 
One can only — that the spon- 
sors of this film decided that a © 
cartoon treatment was safest, and : 
that stark realism, for once, 7 
would be out of place. Aftey all, 
the airbrush, adept at playing up © 
(or down) the sexual attributes of ; 
half-clothed Hollywood beauties, © 
might have had a tough time | 
dealing with the young lady onl 
Coventry. 

The other eye-catcher relied on ~ 
words alone. Across the top of | 
its bright red background was the” 
faintly Churchillian message “No © 
three words ever meant so much 
to so many people .. .”, and 
below, in huge white lettering, “I” 
WANT YOU.” Well, that is one” 
way of doing it: to gain attention 
by three thought - provoking 
words. It certainly gained mine. 

* . * 


THERE 1S NO doubt that the 
Rediffusion service is excellent 
and that it brings joy to tens of 
thousands. I wish that the same 
could be said of their new poster. 
Seldom have I seen a more dread- 
fully amateurish job on any 
hoarding anywhere. It shows a 
fatuous young man holding what 
appears to be a prize chrysanthe- 

(Continued at foot of page 358) 
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TEMPLE BAR 248 © 112, HIGH HOLBORN, W.C.! 


@ (General Manager 


Gritain's B; 
Outdoor Ad, , 
Contractors 
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Fine quality Silk Screen 
printing. : 
Point of sale Display 


made by craftsmen. 


Stove Enamel Signs 
’ for home and export. 


GA.SHANKLAND.LTD. 


‘Grafton Works, N.W.S. 
GULLIVER 


§ 5§ 9 5 


THE POPULATION 
COVERED 


by the Sheldon Group towns is approxi- 
mately 2,150,000 and embraces representa- 
tives of all By the 
diversity of trades carried on in the 
areas, they are not subject to violent 
fluctuations. 


income groups. 


For these and other reasons, 
with the Sheldon 
Group is a sound investment. 


Poster Advertising 


A discussion entails no liability. 


SKeldons It¢ 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS | 
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OUTDOOR ADVERTISING 


PLAN FOR CONTROLS REVISION 
(Continued from page 355) 


that has been incurred in the 
administration of the Regula- 
tions, but it must be substantial. 
Operating the Regulations by the 
Ministry obvious!y takes up much 
time of officials, documents have 
to be prepared, appeals heard, 
inquiries held, maps drawn, and 
many other types of administra- 
tive expenditure is being incurred 
daily. This expenditure has a 
counterpart in the offices of 
almost every local authority of 
any size. Special areas have been 
established in something like a 
dozen areas; conferences have 
been held, more maps prepared, 
“inspections” carried out both by 
the local committees and the re- 
presentatives of the industry. The 
industry, too, has been put to 
considerable expense in defending 
its interests. Something like a 
score more special areas are in 
the offing. Tot up the total, 
either in manpower or in cash, 
the result may seem insignificant 
compared with the Budget total, 
but it is in administrative matters 
of this sort, that savings can be 
obtained in the national finances, 
without doing the slightest harm 
to anyone. 

In view of this, it is reason- 
able to expect that the Govern- 
ment and the Local Authorities 
between them will be in complete 
agreement on a policy of mark- 
ing time, even if they will not 
agree to anything more. 

Assuming, however, that it will 
be possible to persuade the 
Government to modify the Regu- 
lations, as they can comparatively 
easily by Order in Council, how 
far does the outdoor advertising 
industry want to go? Do they 
desire the repeal, at any rate in 
part, of Sections 31 and 32 of 
the Town and Country Planning 
Act, 1947; or will they be con- 


STUART LEWIS 
(Continued from page 357) 


mum. Above his head, in crude 
script, are the words “Ah! 
perfect!” and at the foot of the 
poster “Just like Rediffusion.” 

This is the kind of “idea” that 
does advertising little good; 
a pointless analogy which could 
be applied, with equal unsuccess, 
to almost any product or service 
in the world. “Ah! perfect!” one 
could say, and add with a know- 
ing wink, “Just like so-and-so’s 
sausage meat, stink bomb, or 
steam laundry.” But one 
wouldn't. 

Sometimes one feels that the 
advertising of a product is far 
better than the product itself; and 
that indeed is what it should 
always aim to be. Of the 
Rediffusion service, I regret to 
say, the opposite is true. 


tent with the repeal, as a whole or 
in part, of the Regulations? 

So far as the Sections of the 
Act jitself are concerned, it is 
difficult to make out a strong 
case for revision, as the terms of 
the Sections are purely permissive 
and the text is full of such ex- 
pressions as “so far as appears to 
the Minister to be expedient in 
the interests of amenity or public 
safety”; “any such regulations 
may provide.” The range is so 
wide that a Minister can make the 
Regulations do almost anything 
or almost nothing! 


Modifying 
Local Acts 


There is, however, 
of the Act which demands 
special consideration. It is 
Section 113, sub-section 4, which 
prescribes the machinery for re- 
pealing or modifying local Acts 
which deal generally with the 
subject of “powers, prohibitions 
or restrictions,” relating to the 
control of advertisements. . Any 
repeal or modification of these 
local Acts, and. there are many 
of them, has to be by Order in 
Council carried through Parlia- 
ment by the “special parliamen- 
tary procedure.” 

Removal of this “dual control” 
stands out as No. 1 reform, if 
there is to be any reform at all. 

The appeal machinery is No. 2. 

A simple form of appeal could 
well be developed out of the pre- 
sent system of consultations. For 
instance, it was reported that 
members of the Outdoor Adver- 
tising Industry Advisory Com- 
mittee had recently travelled to 
Manchester to meet the city’s 
Town Planning Committee. That 
meeting appears to have been 
highly successful. All that is re- 
quired is that, if in the event of 
such a meeting not being success- 
ful, the points at issue should be 
referred to a special Advisory 
Committee. 

On “dual control” the attitude 
of the local authorities will be 
“sticky.” At best they will be 
persuaded not to use their local 
powers. They could probably 
also be persuaded to adopt some 
method to replace appeals— 
whereby an expert negotiator 
could hold the balance between 
superficially opposing interests. 

Along these lines, reform can 
be achieved. No harm will be 
done either to the amenities, or 
to the industry, if the present 
conciliatory mood is _ further 
developed “outside the law.” 
Much goodwill will result and the 
finances of the National 
Exchequer and of the Local 
Government Authorities will 
benefit considerably. 


one part 


ay . - iS oe - . Sere a oe See i, = es +e i oe q a " So > Sr. ae ie te 
i> pe We cz ee i ec me ae me I< a re EN 
Z . + o Ts at a 
i al 
. ——« 

7 . : 

ay: ee 358 Fe " 
po A aoe taneeeenaennE —___aa ee, ; 
be 

at » 
ue : 
ib jue hy \ 

a ? 
an po | 
hee | 
a | i 

q oa 
| _ | 
| . 
: : 
* be 

: ag pe 
af : 
ie 

| | a 
: 
: | 
* ! i 
- | ‘ ’ 
| : 
| a 
_ “i 
TN ATM Gok NRO sai 
: . 2 Ey 
4 : d 
i ; { 
tee 
is ‘thee 
Ch 
ae 
ie i 
3 4 
7 cy 
; 
of ] ; 
fa | / : 
r 3 0 ee a + 
o®@ ts 
— 7 
4 

as 

oo : 

. : 
ee a S 
| 

a 
‘4, ve 
aah } as 
3 be 

oe I" 
=r i 
- Po 
aie 
 gaerhs 
pa ee 
ee? 
oe ae | | 
ie 
oe ‘ : 


sail 


NovemMBer 15, 1951 ADVERTISER'S WEEKLY 


SCOTLAND, 


with a population of 5 millions, 


is DAVID ALLEN country. 


. 


Glasgow (1,127,000) and Edinburgh (470,000) —two main cities 
around which the David Allen service is built. In nearly 100 other cities 
and towns from the Border to Oban and Aberdeen, David Allen 

poster sites are strategically placed to give concentrated coverage in 
Scotland’s busiest buying centres—an effective, economical medium for 
carrying your sales message direct to thriving Scottish markets. 


AN LD MR ON A AE ALE ee ARNT A 


All Enquiries to Head Office:— 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.1 
Telephone: SLOane 0711 Telegrams: Advancement, Sowest, London 


GLASGOW & WESTERN AREA: EDINBURGH & EASTERN AREA: 


84 St. George’s Road, Glasgow, C.3. 1 Queen Street, Edinburgh, 2. 
Telephone: Douglas 7366 Telephone: Central $705 Telegrams: Dalien, Edinburgh 


i a oe Se 2 ie me 7 
ipo P _— . ———— J ss 
ad a mae F 
Bey f= * hie OCS > => G 
a Se a a ee a 
= ~ sumeg Saw = 
“eee F wprcomel wT — a 
ih ‘ wes é ~ aa oe sae pay a: 
a trun @euscow Sin. Po ~ cogs . - a 
a nna, ' earanc® yh ee ena: om “gf aes 2 yee. . + » Reams aes ; i 3 a 
&. aS eg tes ae aoe , 
LG > ah as a were wha ane ee poe Be “fs aT a 
ai a a Bae OE my Be : a ae Pi 
el = A¥y 4 7 vol t's  < r ‘( js “Waa oe md = — i) “ a 
(ctr “_ i @oorranes a —g, we : ‘ t445 P ai ao t< wey ‘ es 
BS < a Pig tae lin , ey = 
t ge May 4 oe dO des 2, Bee . 
a eH BAN — é. ae ei sa rs - a is 
te: 2 vie wee i 2 x a ea ~~ , a ; 
PA - ~ ann a i At. . ~a iy S @- “ J ~ ® s 5 Y Tt : F 
@ ip Sawa te tes OY at 4 
rea -* a ee hal é me 3 - as” ‘. a 2° nr x ee 2 . i i ie q 
% ie x 4 7 A _ ia ‘ as . ore ‘ io Ys in, ee ‘Si 7 
a “ad oa ras - e a ey i i . Le Sf = e Si io Aa So9 1s 2 
io ria ‘ na ee : per. »” ‘ As ‘ ¥ ig ioe,” a ee PA “4 * | y 
' a a PRS vn ft eS oe” fm 
j me OE as te. eee a own j : : a 
a ee ae ee >: —_ .* 
oa : y= co — |) oe ar i pee te oP *. : . ~="aN 7% ' a 
Ps, OR i a ad : ie a ig 
me ” ee p* i Mm » ee og a Ce , = a z 
Be 4 7 ¢ a a ° a Te et a — bs : 
a 7.8 hocks at tlie =x ' i. ~~ . 
‘sa P . gomie i? pet OF * > “7 Hit. , 
perc 4 ) oT J , ‘ ee eye a eS : ey 
oe © = ; - a @ ~* yi @ a t, aor i. of th i, ce ; ; 4 
tae . 
ae . | © 
= 
im 
f 
¥ ee ) 
a E eC S 
ve FXR 190% AWC 
ee VY PFUSTER SE 
a 5 
ee : 


ADVERTISER'S WEEKLY NOVEMBER 15, 1951 


Transport advertising in terms of 
hard cash 


The initial outlay on “ material ”— 
posters, structures, signwriting— 
for a transport advertising cam- 
paign is usually a bigger item than 
the first year’s space rentals, 
knocking the bottom out of a 
fixed annual appropriation. 


Unavoidable though this may be 
with complicated spaces and di- 
verse localities to cover, it need 
not worry you. We can quote you 
comprehensive rates to cover the 
provision and production of the 
advertisements, erection, space 
rental inspection and maintenance 
—-financing the initial costs and 
spreading them over the period of 
the contract. 


| 

This reduces the problem to its 
simplest financial terms, and is 
just one more illustration of the 
advantage of dealing with a special- 
ist transport advertising service 
that is in every sense complete and 
co-ordinated. Q.E.D., in fact, on 
the subject of L.S.D.... 


st AOR BOI 


MASONS 


a comprehensive transport advertising service 


FRANK MASON & CO. LTD., 33, NORFOLK STREET, STRAND, LONDON, W.C.2. Phone: Temple Bar 2044 
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OUTDOOR ADVERTISING 


Commentary 


LTHOUGH there has been 
no rush of challenges—the 
prospect of heavy compensation 
bills has been one deterring factor 
—local authorities continue to 
have requests from the industry 
for permission to erect new sites. 
Co-operation is now getting pro- 
perly under way following the cir- 
culation of the County Councils 
Association recommendation. One 
example is in Middlesex, where the 
County Council has circulated the 
Association's proposals to local 
authorities in the County. 

News does come through, how- 
ever, of cases where local authori- 
ties have adamantly refused consent 
and forced the poster company to 
invoke appeal machinery. 

Luton, for instance, had its first 
appeal hearing, when Mills & 
Rockleys Lid. went to the Ministry 
about a site in Hitchin Road and 
two others in Langley Street. 

At the inquiry, H. G. Ellinger 
submitted that the Langley Street 
panels were desirable from the 

int of view of local residents. 

hey were for the display of 
notices relating to local events and 
activities. 

With regard to Hitchin Road, Mr. 
Ellinger said the proposal was to 
erect a properly-designed poster 
board. The site was in a suburban 
shopping area, and a right and 
proper place for commercial adver- 
tis’ 

He denied that it would act as a 
snowball. applications had 
been refused on amenity grounds. 


a” * * 
At Bushey in Hertfordshire the 
choice before the local authority 
was between an annual income of 
£50 to be paid by a poster firm, and 
a garden of rest. The garden got 
the verdict after lengthy discussion. 


* * * 

N Cornwall, the control of adver- 
tisements is being dealt with in 
some detail. Already it has been 
decided that areas of the countr 
will be set aside for special control, 
and these will be selected by the 
scenic interest and beauty of villages ; 
areas of land designed for public 
enjoyment as recreation, and build- 
ings and sites of special cultural or 


historic interest. These have been 
lotted on a map and areas are now 
Cans agreed with land authorities. 
ast quarter the Western Area 
Planning Committee gave its con- 
sem’ to 76 advertisements in the 
area, but refused 10 cases. 
as + . 
"THE dry cleaning industry an- 
no a poster ublicity 
scheme recently. Good advice on 
how best to use these posters is 
given in a recent issue of Power 
Laundry. But, comments an 
editorial; the number of posters sold 
by the industry's public relations 
organisation “is not large enough 
to indicate anything like complete 
coverage of all shops.” 
The leader continues: “The 
Public Relations Committee would 
have achieved a much greater sale 
for the poster had they linked it 
up with other publicity aids in a 
complete campaign instead of leav- 
ing it as the be-all and end-all of 
the campaign as it is at present. 
They could also have issued sug- 
gestions for the most effective use 
of the posters, : 
“The slogan is good—though in 
‘Keep Britain Smart’ 
> been better—and the 
design excellent but the er can- 
not be expected to achieve very 
much, however widely it is dis- 
played, without some concrete pro- 
posals in support of its theme. 
“What plans has the Public 
Relations Committee for following 
up their lone poster?” 
Slogan. to be used is 
Britain Clean.” 
* e * 
FIRM with foresigm is David 
Allen & Sons. The hundredth 
anniversary of the foundation by 
the late David Allen in Belfast 
falls in 1957. Now, the present 
chairman, E. Allen, a 
grandson of the founder, has under- 
taken to write a history of the 
firm in time for publication in the 
centenary year. The history of the 
company reflects, in modest fashion, 
the chafge in Ey and way of 
living in some of the great provin- 
cial centres of Britain during the 
last tondred years, and the book 
should make good reading—when 
it comes. 


“Keep 


* 


e* 
A pleasant,«simple promotion piece 


came from France recently. 
sible was 


Respon- 
Roger Roux who says, 


simply, that in remembering himself 
to you, he sends you photographs oj 
two recent posters—illustrated here. 


aNCHESTER BILLPOSTING CO.L™ 


29 BOOTLE STREET * DEANSGATE 


- MANCHESTER 2 


Bulletin 


at 


Poster Prices 


Service 


PADDINGTON 0186/7 


HARROW BILLPOSTING 
37 SPRING STREET, W.2 


SAUT EL BAHREIN 
(The voice of Bahrein) | 


Published in Bahrein, 
this Arabic monthly, 
sold in the island. 
Kuwait, Qatar Penin- 
sula, Trucial Coast, 
and Oman will accept 
advertisements — no 
alcohol. 


Rates and details on 
request, 


All Particulars on Middle East Press trou 
GEORGE YOUNG | 

OVERSEAS PUBLICITY & SERVICE AGENCY ("* 

0. Fleet St.London.£04 Cen 549467879 


| 


a 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


“THE IDEAL POSTER COUNTY 


TER ADVERTISING 
POS ISSOCIATION 
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IT 18S NICE TO KNOW THAT 
SOMEBODY CARES. . . The human 
race divides into three groups——men, women, 
and advertising production men. The latter are 
hectored by their directors, and misunderstood by 
their wives. At Charles @ Read they find solace 
and repose, for here we make a point of under- 
standing their problems. In times of stress, it is 


a comfort to know that SOMEBODY cares. 


CHARLES 
& READ 
LIMITED 


Printers by photo-litho-offset 


27 CHANCERY LANE, LONDON, W.C.2. 


cre 


PHONE HOLBORN 
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NEW BOOKS REVIEWED 


Type Choice For Advertisements 


Type in A vg, by Alec Davis 
(Raithby Law s.). 

This is 
very praciic 
Study by adye 
who know s 


not-too-advanced, 

ook that merits 

sement designers 

thing about typo- 

not regard them- 
caperts. 

The « thor, who is editor of 
Design, says in his preface that 
it is not a text book. Neither is 
it. Its purpose is “not to preach, 
but to record current practice.” 
But as | records good current 
practic, much can be learned 
trom it. One might venture, for 
instance, to commend it to adver- 
tisement managers of those pro- 
vincial newspapers which are 
somewhat old-fashioned in their 
house settings. 

Mr. Davis's method is to také 
a type, or type family, and devote 
a chapter to each, giving a 
resumé of its history, its qualities, 
and his views on how it should 
be used. Each chapter is illus- 
trated with examples of advertise- 
ments and by a type alphabet. 

His observations on the rela- 
tionship of typographical design 
to subject matter are wise. The 
right relationship, the writes, 
depends not only on the choice 
of typefaces but on the way they 
are used. A skilled typographer, 
stranded on a desert island with 
only one typeface, could use it 
in a style appropriate to the 
daintiness of jewels or the mas- 
sive strength of engineering 
structures. 

To use types with knowledge 
and discretion is the art of typo- 
graphy. Only mediocrity can 
result from lazy acceptance of 
what Mr. Davis calls the facile 
argument that types should be 
chosen because their qualities are 
believed to paralle] those of the 
product advertised.—C.D.R. 


Character In 
Handwriting 


Written By Hand, by Aubrey West 
(Allen & Unwin, 7s. 6d.). 

There have been ‘complaints 
recently that lettering—which is 
all in the fashion at the moment 
for headings in advertisements— 
too often lacks character. One 
of the reasons is that there are 
now many lettering artists whose 
knowledge of the history of 
lettering and its development 
from early fine scripts is super- 
ficial. This little book can give 
that background and character. 

Its author was himself inspired 
by a sight of two examples of 
famous writing of the sixteenth 
century, and he sets out to pass 
on his own enthusiasm, wonder 
and pleasure. 

After a short essay making the 
case for good, neat handwriting— 
it is bad manners to write badly 


just as it is bad manners to speak 
badly—the history of writing is 
traced, starting from the carved 
pictures of prehistoric man. 
Illustrations of past and contem- 
porary handwritings complete a 
most stimulating book.—E.M. 


IN BRIEF 

The Art of Photographic Sales- 
manship, by M. Donald Lauger 
(Fountain Press, 7s. 6d.), is the 
anglicised version of an American 
manuscript on the psychology of 
selling photographic equipment. 
It concentrates on selling over the 
retail counter and devotes a 
chapter each to the selling of a 
number of common pieces of 
equipment. 


Baily’s Hunting Directory, 
1951-1952 (Vinton & Co., Ltd., 
21s.) is chiefly of interest to ad- 
vertising men for its list of 547 
packs together with names and 
addresses of masters, secretaries 
and kennels. In so far as it is 
now possible to classify people's 
tastes and incomes by their pur- 
suits, this list is a good guide to 
prosperity. The 102 packs in 
the U.S. are also listed. 


The African Press and Adver- 
tising Annual, 195] is a compila- 
tion of essential data on South 
African media and advertising, 
approximating in coverage to 
Advertisers Annual—though 
there are a number of articles on 
various aspects of the business in 
the South African book. A use- 
ful feature is a list of cinemas 
which take slides or filmlets, 
together with rates and number 
of performances per week. 


The National Union of Manu- 
facturers List of Members, 1950- 
1951 lists over 5,200 members and 


_ 70 affiliated trade associations of 


the N.U.M. in alphabetical order, 
with their addresses and brief 
descriptions of their businesses. 
Then follows a classified list of 
manufacturers and producers, 
enabling the reader to see at a 
glance the firms under their 
respective product headings. The 
list is available at the modest 
price of £1. 


B.B.C. Year Book 1952 (British 
Broadcasting _ Corporation, 5s.) 
contains about twenty articles, 
ranging from engineering research 
to radio humour; a forward 


- glance at the fourth decade of 


broadcasting, by the director- 
general; and many excellent 
photographs. There is much of 
interest for every listener or 
viewer, 
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borings 3,000 feet deep which have drawn off 600,000 tons of oil since drilling 

began eleven years ago. That’s not much by American and Iranian standards, 
but this output is known to be seepage from what must be a huge underground 
reservoir beneath the British Isles. Someday, they may find it, and then Britain 
will ‘ strike it rich.’ If you went through Eakring, you probably wouldn’t notice 
the oil pumps in the fields because most of the well-heads are obscured by tall 
hedges, trees or growing crops—but the people of Nottingham and the 
surrounding district know about this great potential wealth in their neighbour- 
hood. They are kept informed of the progress of this exciting enterprise by THE 
NOTTINGHAM JOURNAL and the NOTTINGHAM EVENING NEWS. 
These Nottingham papers are read regularly by everybody in the area — for 
news of national interest — and for complete details of the activities in their 
neighbourhood. The Nottingham papers are the day-to-day chronicle of 
their life. If you want to bring your product home to the people of the 
Nottingham area, there’s no better way to reach them than through advertising 
in their papers—THE NOTTINGHAM JOURNAL and the NOTTINGHAM 
EVENING NEWS. 


Y--: oil in England, near Nottingham, at Eakring! There are 250 wells with 


THE NOTTINGHAM NOTTINGHAM 
JOURNAL EVENING NEWS 


(A.B.C. SALES 32,183) (A.B.C. SALES 74,801) 


Ernest Lumsdon : London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, E.C.4 Tel: CENtral 3265 


Leeds Office: Russell Chambers, Merrion Street, Leeds Monc Midland Bank House, 26 Cross Street, Manchester 2 
Tel: Leeds 24998 . nestor Office : MANGane iN, Gtockivtare S008 
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July—Dec. 1950 
A.B.C. Figures 


London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 
. 


65,I 
TIMES BUILDINGS, MARCH 


Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69 FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


Covers the whole of 
CANNOCK CHASE 


POPULATION 
OVER 65,000 


THE COUNTY OF 


MIDDLESEX 
CH RON ICLE 


HOUNSLOW 
Phone : HOUnsiow 0016-7-8 
London Jackson 

Clifford: inn nea HOL 341! 
Founder Member London 
and Heme Counties hey on 


4 


concugsrzn 


Gazette 


Braintree and Witham 


TIMES. 


Over 42,000 a week A.B.C. 
15s. per s.c. inch Flat 


SILK SCREEN ARTS Lt 


9? SHIRLEY ROAD. CROYDON 
AODDISCOMBE 314 ?-6 
4/GHEST GRADE SPEEDY SERVICE 
CLEAN & SHARD \ EXPRESS / 
CRAFTSMANSHIP  DELivery 7 


**DAY-GLO"? PRINTERS 


If you 
are interested 


in reaching engineers, chemists 
and others responsible for 
water supply, sanitation and 
drainage Or sewage purifica- 
tion, you should advertise in 


“THE 
WATER & SANITARY 
ENGINEER ’”’ 
published monthly by 
DALE REYNOLDS & CO.LTD. 
32 Finsbury Square, London, E.C.2 
Write or phone for specimen and rates. 


Regional Weeklies - 


NoOveMBER 15, 195] 


MARKET EXPERTS ARE 
COUNTY-CONSCIOUS 


N a recent talk to the Hert- 

fordshire and Bedfordshire 
Advertisement Executives Asso- 
ciation, Leslic Bird of Service 
Advertising Co., Lid., suggested 
that the area served by the Hert- 
fordshire and Bedfordshire news- 
papers would be an extremely 
good test market for London. 

Immediately the dove-cotes 
started to flutter. The advertise- 
ment manager of one of the lead- 
ing suburban groups has been 
quick to assert the claims of his 
own and similar publications. It 
is doubtful whether any one area 
or any one section of the news- 
paper industry can claim superior 
credit as a testing ground, 

It might be argued, however, 
that weekly mewspapers in 
general, present a fair cross- 
section of readership. They are 
perused eagerly by the civic 
fathers and the Jocal darts club. 
In counties where the weeklies 
hold undoubted sway the situa- 
tion is propitious for tests of all 
descriptions, and there is an in- 
creasing tendency on the part of 
marketing experts to take advan- 
tage of this fact. 


* * * 


UMBING through a list of 

space booking orders in a 
weekly newspaper office, recently, 
1 encountered a printed form 
from an agency. 

Maybe the form was printed 
in more palmy days or was de- 
signed to meet many and varied 
circumstances. Indeed, it was 
the variety of the entries upon it 
which drew my attention. 

The size and date were given 

and then, in answer to a section 
headed “Position?” were 
scrawled two letters “B.P.” 
_ A-clerk enlightened me. This 
is apparently the accepted abbre- 
Viation for “best possible.” I 
should hate to think this system 
is in general use and hope it was 
merely an office oddity. 

True, in these days ‘most ad- 
vertisements are accepted r.0.p. 
But surely some agencies keep 2 
watchful eye on their appearance 
and have very definite ideas on 
placing? One often finds some 
imcongruity in offices where 
everything is plainly “left to the 
printer.” 

“B.P.” is just not good enough. 
A gentle reminder by mail or 
telephone is at least permissible, 
to prod or cajole a placing which 
suits. Yet how often is such 
action taken? 


* * * 
[NSTALLATION of a four 
unit Crabtree rotary press is. 


nearing completion at the head 
office of Manchester Weekly 


64 pages at half speed. Man- 
chester Weekly Newspapers had 
developed a circulation probably 
larger than any other in the 
country by flat bed printing, 
reaching more than 36,000 copies 
in the early part of this year. 

The new press will permit in- 
creased sizes for the district news- 
papers published in this group. 
An example of the speed to be 
achieved was indicated by the 
Stretford and Urmston News, a 
copy of which was handed to the 
new M.P. 45 minutes after the 
result of the election. 

Wide extensions and enter- 
prising direction of circulation 
will now be put into operation by 
Manchester Weekly Newspapers’ 
chief, H. Geldeard, to extend the 
rapid growth in Wynthenshawe, 
Stretford, Urmston and the out- 
lying suburbs of Manchester. 


* * * 


ESPITE their world-wide 
ramifications the banks con- 

tinue to emphasise their local 
links in advertising in the 
weeklies. One of the best recent 
examples is given by the West- 
minster Banks in the South Berks 
Herald. , 

It features a map of Berkshire 
as it was in 1844 and goes back 
a century, in copy, to the time 
when the Berkshire Union Bank 
was meeting with difficulties. An 
impending crisis was» diverted 
when the local bank was taken 
over by the London and County 
Bank (now the Westminster). 
Copy emphasises that thus began 
an association which lasted a 
hundred years. “Very good times 
and all it has provided—and will 
continue to provide—a banking 
service which meets the need of 
the times.” 

This is the only “plug”—as 
mild and calculating as a smile 
from a cashier. 


* * * 


ELEBRATING its 80th birth- 

day, the Chorley Guardian 
recalls that its founder, Septimus 
Fowler, promised to supply “fair 
reports of local meetings. infor- 
mation respecting all matters of 
local interest, and, if necessary, 
10 comment upon them without 
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TOMORROW 


\\ 


\\ 


There are four Teleprinter Machines at 19 New 


Bridge Street, and through them pass most of 


\\ 


the orders from London Branch to the great 


Paper Warehouse across the river at Battersea, 


\\ 


London is the largest of the Firm's Branches 


\ 


—there is one in every major city in Great . 


\ 


AKI 


Britain — and it serves an area bounded roughly 
by Yarmouth, Northampton and Weymouth, It 
is doubtful if the exact number of orders arriving 


ee ee 


daily from this area has ever been computed. 


ed 


From 3.45 until 4.30 in the afternoon is the 
busiest time. It is a standing rule of the Firm 


that all orders received in the Warehouse before 


4.30 p.m. have to be sent out the following morning. 
Battersea possesses an extremely efficient private 
transport system. Thus clients enjoy, what is in 
fact, a delivery service unique in the Paper Trade. 
Couple this with the great variety of selected 
papers and boards normally available and you 


have one of the undoubted reasons why so many 


orders and problems tend to come sooner or later 


to be dealt with at 19 New Bridge Street, or at 


one of the fourteen Provincial Branches of :— 


SPICERS 


THE PAPEK MAKERS 


+ 19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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The British advertiser who wishes to reach a special 


group in Canadian commerce, industry or retailing, 
can do so — exactly and economically—through business 
periodicals. 


Within the list of 102 member publications of the 
B.N.A. a single periodical or a small group can be 
segregated and used for precise national or regional 
coverage of prospects for any particular type of British 
goods, equipment, or services. 


Through business periodicals the advertiser will 
“shoot” at a particular Canadian market and “score” in 
sales without the extravagance of attempting personal 
contacts across 3,000 miles of territory . .. 


Airmai] to this Association the class or type of 
Canadien industry, commerce, or retailing you wish 
to reach. We will forward immediately more in- 
formation about your specified market together 
with sample copies of appropriate publications, 
audited circulation statements, and advertising 
rates. (Correspondence by air mail takes only a 
few days.) 


The emblem that 
identifies business 
papers of character 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


137 WELLINGTON STREET WEST. 


TORONTO 
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Wilton Evan's Survey Of The Weeklies—continued. 
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The new “Reporter” 


any party bias—independent of 
any clique or faction, or; in other 
words, of any small body of men 
who desired to further” their 
private views and objects rather 
than those for the public good.” 

Those are the sentiments which 
have inspired success in many a 
newspaper office. And they still 
ring true, 


* * * 


ITH the opening of 

spacious and attractive pre- 
mises at 38 Melbourne Street, 
Stalybridge, the Reporter chain 
ot branch offices at Hyde, Moss- 
ley, Glossop and New Mills has 
been extended to embrace Staly- 


bridge. 
Editorial emphasised: “It is 
for the benefit of Stalybridge 


readers, advertisers and business 
firms that this policy of decentra- 
lisation has been approved by 
W. H. Andrew, J.P., governing 
director of the group. lt is 
hoped that the local office will 
assist in bringing the Reporter 
still nearer to every family in 
the borough, not only through 
these increased facilities, but be- 
cause of the bright diversity of 
the paper's news pages, the fair- 
ness of its outlook, and its atten- 
tion to the small happenings 
which are part of the everyday 
life and interest of the town.” 
On the site of former shop 
property which has been trans- 
formed by extensive external and 
internal renovations, the building 
has been completely re-designed 
and modernised. The main 
entrance through revolving doors 
open out into a wide, well-lit, 


commercial department on the 
ground floor fitted with a recep- 
tion counter of polished and 
figured mahogany, and other ser- 
viceable appointments. 

The photograph (here repro- 
duced) shows the attractive lay- 
out of the main office where ad- 
vertising, and commercial print- 
ing, and photographic sales will 
be dealt with. 


* * * 


bgp Mid-Sussex Times scored 
recently with an 8 in. display 
across Nine columns with adver- 


offices at Stalybridge have this spacious main 
office for advertisement, photographic and commercial printing sales. 


tisements for the London Road 
and District Traders Association 
of Brighton which meriis com- 
ment for two reasons. First, as 
a composite venture by the 
Brighton traders; and, secondly, 
as an “over the borders” effort. 

Some weeklies, alas, are hide- 
bound by geography, and among 
the embargoes they introduce in 
these days of space shortage is 
one excluding all outsiders other 
than national advertisers. 


* * * 


ITH the full backing of the 

local medical authorities the 
Salford City Reporter is launch- 
ing a_ children’s health club. 
The newspaper will publish a 
series of weekly articles of a 
medical nature written under the 
nom-de-plume of “Doctor John” 
and there will be tie-ups at 
cinemas in the locality where it is 
planned, on occasions, to hold 
Saturday morning shows with 
Walt Disney type cartoons. At 
these shows prizes will be pre- 
sented to the winners of compe- 
titions which will be held for the 
members each of whom will be 
provided with a badge bearing the 
inscription “Salford Children’s 
Health Club.” 

* * * 
ECENTLY, I mentioned a 
novel composite shopping 

feature in the Crosby Herald had 
“made advertising history in the 
weeklies.” Now I hear that the 
page was organised and written 
by Allan Cowburn, advertisement 
manager of the Herald and photo- 
graphed by their staff photo- 
grapher R. Dyson. 

Ruth and John, the newly- 
weds, were modelled by Betty D. 
Shaw, Liverpool educational 
representative for the Caxton 
Publishing Company, and Alan 
T. Street, D.AA., assistant adver- 
tising manager of Bob Martin 
Ltd. 

Credit where it is due. 

One reader hastened to assure 
me that Ruth needed no shopping 
basket because, in Crosby, 
“traders always deliver the 
goods.” Another spotted that she 
wore no wedding ring! 
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E A ST E 4 N DO YOU KNOW that Eastern Pakistan has 


the major part of Pakistan’s population— 
42,119,000 out of 75,687,000. 
PAK | STAN DO YOU KNOW that Eastern Pakistan has 
a higher percentage of literate people—|6°9%, 
as against 13-8%, for the whole country. 
‘AZAD’ has the largest circulation of any 
| $ Daily in Eastern Pakistan and is printed in 
Bengali—the predominant language. You can 
recommend ‘AZAD’ with confidence, it is 
read by people who are able to buy and who 


6 influence the purchases of others. 
Az ag 


London Representatives:— 


TERRITORY | | 2 vans ace teams toe 


Tel : KENsington 0308 


ERE is the ideal setting for your 

Screen Advertising: a regular cinema 
screen feature enjoying popular acceptance. 
‘SIGNS OF THE TIMES’ presents all the 
attention-gripping interest of a NEWS- 
REEL. The advertiser's ‘solus position’ is 
preceded and followed by News, Humour, 
Sport and Travel stories, and this back- 
ground of sustained interest ensures the 
undivided attention of an audience of 
millions in highly receptive mood. 


PRODUCED THROUGHOUT IN TECHNICOLOR 


Produced and Distributed by 


WALLACE PRODUCTIONS LTD 


Wallace Centre, 8 Berwick St., London, W.! 
Tel: GERRARD 2639 


A member of the Screen Advertising Group of thé Association of Specialised Film Producers 
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Say it 


at the right moment 


And what better time than NOW when the 
heavy and light industries of County Durham 
are geared to capacity in the production drive. 
The improved earning and spending power of 
the community provide a responsive market 
which can best be reached by securing regular 
representation in the advertising columns of the 


popular local newspapers 


.. say it in the 


SUNDERLAND ECHO 


ae (-LONDON OFFICE: 85 FLEET STREET, E.C.4 pom 
Telephone CENtral 2845 


NORTHERN 
DAILY MAIL 
W. HARTLEPOOL 
BILLINGHAM 
PRESS 


ABC SALES 272,433 


COPIES A MONTH 
£204 a page 

Type area 84” x 6” 
Advertisement Manager 

S H BOWDEN 


Stitchcraft Ltd., Gt. West Rd. 


Brentford Middlesex 
Tel. EALing 6283 


CONCENTRATE YOUR ADVERTISING © 
ON WOMEN WHO MEAN BUSINESS 


EVERY WOMAN WHO READS — 


STITCH 


Le FOR SOMETHI 


AF 


“There ‘s «ren appeal from 
shop wi? that is irresist- 
ible, for : bring glamour to 
dingy sur undings; create 
rainbows i sunshine on 
rainy da bring Christmas 
magic 10 \ de-eyed children, 
and wien night falls, change 
drab «:cets into fairyland.” 


This colourful tribute was paid 
by Ald. A. Ernest Shennan, of 
Liverpool City Council, at the 
annua! dinner dance of the British 
Display Association (north-west 
area), at Reece’s Restaurant, 
Clayton Square, Liverpool. 

Toasting “The City of Liver- 
pool,” the chairman, Edward 
Stuart, pointed out with pride 
that the B.D.A. was born in the 
City. He also welcomed mem- 
bers of the National Council. 


Dignified Shop Fronts 


Responding, the Lord Mayor 
(Ald. Vere de Cotton) said some 
fine buildings in the city were dis- 
figured by poor lettering, but a 
number of dingy buildings were 
made delightful and attractive by 
simple, dignified treatment of 
their shop-fronts. 

Ald. Shennan said visitors 
must be impressed by the delight- 
ful arrangement of the windows 
and interna] layouts of many of 
the shops, both large and small. 
Many of them were real works of 
art in decor, balance and colour. 
Furthermore, the ingenuity of 
present-day display and merchan- 
dise presentation demonstrated 
the degree of professionalism to 
which it had attained. 

Unquestionably this high 
standard had _ been largely 
brought about through the influ- 
ence of the British Display Asso- 
ciation, which had raised the art 
of display to a profession, whose 
examinations were not only 
exacting, but ensured that the 
holders of its certificates were in 
the first rank. of —_ 
specialists. 


Aesthetic And Artistic 


He emphasised that display 
must always have regard to the 
aesthetic and the artistic, whether 
it drew its inspiration from the 
past or projected itself into time, 
because there was an innate sense 
of appreciation of beauty in the 
mind of every individual. He 
trusted the B.D.A. would always 
uphold those qualities to its 
students and encourage them in 
the classical rather than the 
bizarre. 

R. J. Smith, chairman of the 
development committee, said it 
was decided by the north-west 
area council that a trophy given 
by Ald. Shennan should 
presented annually to the person 
who has done most on Mersey- 
side to encourage and promote 
good display during the year. It 
was the unanimous opinion that 
the first to receive it should be 


Civic Praise For Shops’ 
Display In Liverpool 
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George Breeze of Lewis's organ- 
isation, whose windows were a 
great credit and an asset to the 
City. He excelled, too, in the 
pageantry side of display. They 
were also indebted to Mr. Breeze 
and his firm for his help and 
kindness in presenting prizes for 
the display students at the Art 
School. 


‘Pressure’ For 
Better Design 


The Council of Industrial Desi: 
States in its annual report that its 
work for the year ended March 31 
included selection of 10,000 manu- 
factured items for six Festival of 
Britain exhibitions. The exhibits 
ranged in size from locomotives to 
lipsticks. 

The report comments: 

e Council considers that its 
approach to the retail trade is one 
of its most promising and profit- 
able activities. If shops can be 
persuaded to stock better designed 
goods the public will be enabled to 
make sounder judgments on quality 
and manufacturers will feel the 
pressure for higher standards.” 


U.S. Publishers 
Appoint London Rep. 


John A. Lankester (5 New — 
Street, London) has been e mer ~ 
British representative t 
Industrial Publishing Co., Cleve- 
land, publishers of _ technical 
journals. To begin with he will 
concentrate on Applied Hydraulics, 
which has an audited circulation of 
about 15,000 in the States. The 
single page rate is £40, about half 
that of the rate charged in 


Mr. Lankester, who represents 
only this group of journals, is an 
hydraulics engineer who has had 
editorial experience with Flight and 
the British Steelmaker. He can 
accept sterling for subscriptions and 
facilitate the acquisition of dollars 
for advertising. Other journals in 
the group are Flow, Occupational 
Hazards, Industry and Welding, Die 
Castings, and Commercial Refrigera- 
tion and Air Conditioning. Market 
research and advice is offered to 
British advertisers. 


British Legion 


Presentation 


Fleet Street branch of the British 


Legion held a party at the Feathers 
Hotel, Tudor Street, to welcome 
new members who had joined during 
the year. 

Colonel the Hon. J. J. Astor 
made a presentation of a certificate 
for meritorious service and life 
membership to H. J. C. Stevens, the 
secretary of the Daily Telegraph. 
Mr. Stevens is financial secretary 
and a founder member of the branch 
which is now in its twentieth year. 

About 150 members attended. 
Among them were the Hon. Vere 
Harmsworth, H. W. Snoad, manag- 
ing director of the Amalgamated 
Press Ltd., F. C. Hufton, director 
of Amalgamated Press, and E. D. 
Lush, director of Newnes Pearson. 
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ILLUSTRATED - 


LEICESTER 
CHRONICLE 


LONDON. C.P.R. CRANE 44 FLEET ST. €.C.4.TEL.CEN6B20 


WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 


SP Eb bbs”? 
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Screen and Water Soluble 
Brush types available : 

) 


Ideal for Outside and Indoor Display. 
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CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 
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Type tells its 
own slory 


MAKE SURE YOURS IS 


FIT FOR PUBLICATION 


LINOTYPE 


To screen print seven’ of these showcards ‘in runs of 200, 
a master stenci! was made of the basic design, requiring 


only minor copy alterations for each set. In this way 
variety was"achieved at an, 

7 Ancther job well done by eee . 
décor ADVERTISING 


economical cost. 
46 BROADMEAD ‘BRISTOL | - TELEPHONE 26817-20460 
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T the Newspaper Socic! 
meeting last week, presid¢ 
Eric Clayson paid a well deserved 
tribute to James  Anderso 
leader of the British Provincia 
Press Productivity Team that has 
just returned from the States. Mr: 
Anderson, he told us, had carried 
on with a very strenuous programme 
even though for a good deal of the 
time he had been far from well. 

How strenuous, may be gauged 
from the fact that the Team visited 
26 plants and had 12 major conter- 
ences, not forgetting 12 meetings of 
the Team itself—some 50 occasion 
in 45 days involving much travelling. 
Once, said Anderson, they travelled 
15 hours by train to spend one hour 
with a trade union official before 
setting out on another 12-hour 
tram journey: 

With 47 years’ experience on the 
works management side Mr. Ander- 
son is not the man to be impressed 
with anything merely because it is 
American. But neither is he one to 
withhold praise where it is due; and 
it was clear that he found much to 
admire in the organisational side of 
the American newspaper industry. 
It is time, he feels, that British 
newspaper proprietors faced the 
question of research much more 
seriously than they are doing. 

Mr. Anderson, who is works man- 
ager, Wolverhampton Express and 
Star, is a member of the Newspaper 
Society's labour committee, chair- 
man of the incentives committee, 
and a member of the new committee 
on teletypesetting. 

* - 
ALAS the dear, dead days! An 
elderly advertising man recalled to 
Mr. Clayson recently the time when 
he placed a Beecham’s Pill advertise- 
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Personal— 


in a Worcestershire journal 


that paper no longer exists,” said 


BECAUSE Erwin, Wasey make « 
of keeping au fait 
modern radio techniques, with a 
close eye on Luxembourg and its 
new wave length, it is of no small 
intefest to them that their copy 
chief, Howard Barnes, is closely 
associated with music and show 
business, and is one of this coun- 
try’s most successful lyric writers. 

Advertising people 
member his first hit song, just 
after the end of the war. 


Kents Own Picture Paper 


GAZETT 


Howard Barnes H. Deschampsneufs 


Straw.” Since then, he has had 
several other top numbers, and 
at the moment has a song that 
has ranked in the top three of 
the Hit Parade for the last two 
months. It is called “Tulips and 
Heather” and has had more than 
200 broadcasts. 

He also tells me that he has 
just received a disc by Bing 
Crosby and the Andrews Sisters 
of a song he wrote a year ago, 
called “The Yodelling Ghost.” 
And his number “Wimmin are 


my Rusi-n” published here at the* 


beginning of this year, has just 
been recorded in the States by 
Guy Mitchell and Mitch Miller’s 
Orchestra, famous over here for 
their recent great discs: “Truly, 
truly Fair” and “Roving Kind.’ 
3 * = 
MR. BARNES stresses the close 
similarity between lytic and 
copy writing. 

In advertising writing, the 
copyman is always compelled to 
incorporate the product name 
and selling points. He must in- 
clude both smoothly, naturally. 
Similarly, the lyric writer must 
use words that “sing,” must end 
lines on open vowels, use round 
vowels for high notes, must be 
careful with his sibilants. He 
must repeat his theme, and must 
usually save his punch line for 
the high-noted, delivered-to-the- 
gallery end of the song. 

There is a place, too, for 
bright ideas. But as ad-ideas 
must be planned round a correct 
basic copy theme, they must 
usually be on ‘thé correct 
emotional platform. And, as a 
sound, hard-hitting ad. has its 
place in campaigns, so, too, has 
the sound, _ basically-correct 
sentimental song that is not an 
idea-song. But all the basic 
“selling-points” must be in- 
cluded! Simple words appeal to 
the widest audience in music just 
as in selling. 

If radio advertising, through 
any sudden European develop- 
ment assumes the proportions 
it did in America, a long Tin Pan 
Alley apprenticeship and the re- 
sultant experience will pay a 
copy chief and his agency 
dividends, he believes. 


* * 
IF I wanted to fly round the 
world, stopping at many places, 
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Provincial Press Pro- 
ductivity Team leader 
urges technical re- 
search by news- 
papers: Song lyrics 
have lessons for copy- 
writers, says Howard ~* 
Barnes : Henry Des- 

champsneufs plans 

world tour. 


By CONTACT 


with the utmost efficiency and the 
least discomfort to myself, whom 
would I go to for useful tips? 
1 think probably Henry Des- 
champsneufs, head of Pritchard, 
Wood & Partners’ overseas 
department. Mr. Deschampsneufs 
has flown over most of Europe 
and Africa. Next March he 
leaves for a round-the-world trip 
via Canada, U.S.A., Honolulu, 
New Zealand, Australia, Indone- 
sia, Siam, Burma, Ceylon, India, 
and Pakistan, and the following 
year he will probably cover 
Central and Southern America. 

Believe me, these trips are no 
mere “runarounds”; they involve 
a terriffic amount of interviewing 
and writing of reports. What 
are his objects? One: to visit 
P.W.P.’s_ associated = agencies. 
Two: to study and report on 
media and research. Three: to 
get a really creative insight into 
the individuality of each territory. 
Four: to inspect his clients’ sales 
outlets. 

Mr. Deschampsneufs is a great 
talker, simply bubbling over with 
facts and ideas. I can listen to 
him for hours, because he talks 
about interesting things that he 
has seen for himself. 

Incidentally, he has been doing 
most useful work on the eight- 
language dictionary of advertising 
and distribution terms which the 
International Chamber of Com- 
merce hopes to publish early next 
year, Associated with him in this 
work have been Sinclair Wood 
(P.W.W. vice-chairman), Bill 
Cross (chief typographer), George 
Bryson (of Young & Rubicam) 
and the British National Com- 
mittee of the LC.C. under the 
chairmanship of Eliot Warburton 
(managing director of Richard 
Hudnut). 


WEEKS WISECRACK 


Nn 


“We can’t offer you much 
in the way of agency ser- 
vice, but we could let you 
have a couple of tickets 
for ‘South Pacific’.” 
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An integral part of the United Kingdom 


of Great Britain and Northern Ireland. 
Its major industries—Agriculture, Linen 
Manufacture, Shipbuilding, Aircraft 
Construction, Tobacco Manufacturing, 
Rope Making, Engineering, the manu- 
facture of Textile Machinery, and 
many other smaller industries, continue 
to play their full part to win the battle 
of Britain’s economic recovery. 


The total value of the Imports and 
Exports of Northern Ireland i 

1950 amounted to £402,360,000, or, 
in other words, an average value of the 
trade of Northern Ireland exceeded 
£7,700,000 a week. The industries 
of Northern Ireland bring high wages 
to the workers, who, therefore, have 
money to spend—a market of splendid 
opportunity for the National advertiser. 


Belfast Telegraph 


Heao Orrice. ROYAL AVENUE, BELFAST. Lowpow Orrice. 12 FLEET STREET, E.C.4. 


THE NEWSPAPER WITH THE LARGEST CIRCULATION IN NORTHERN IRELAND 
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Berlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LID. 
14 Cockspur Street, London, $.W.1 


OF GLOUCESTER 
LONDON TEL: TRA 4277 


(642-1951 


FOR LITHO 
CARTONS 


SON & WATTS LTD. 
ati $1. LONDON, E02 


mMONarch 7408 (three 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


Vic 0912-3 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - $.W.1 - TEL. U 


RENART 
STUDIO LTD 


EALING 3362 
4644 
7121 
SCREEN PRINTING 
- mead “ <i 
Giants? 
.. . Photographic enlargements tell 
the story more effectively than words. 


Ask for details. 
Autotype, Brownlow Rd, W.13. Ealing 2691/3 
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ACCOUNTS MOVING 


Measham Moves 


H. C. Longley Ltd. (Birmingham) 
are taking over the advertising for 
the Measham Motor Sales Organis- 
ation as from January 1. A _ 12- 
month campaign in the national and 
provincial Press is being prepared. 

* * * 


Erwin, Wasey & Co., Ltd., will 
shortly be taking over the adver- 
tising of Star razor blades, made 

Ever-Ready Razor Products 
Although Star blades have 
been on the market for many years 
it is only comparatively recently 
that they have been advertised to 
any considerable extent. During 
the second quarter of this year over 
£8,000 was spent on Press adver- 
tising. No details of future adver- 
tising plans are yet available. 
. * ue 


The Woodhead Group of com- 
panies, manufacturers of suspension 
springs and shock absorbers, have 
oo Nevin D. Hirst (Adver- 

ing) Ltd. to handle their advertis- 
ing as from January 1. 

* * * 
NEW ACCOUNTS 


Backhouse & Coppock  Lid., 
paper makers, have appointed S. C. 
Peacock Ltd. to handle their 
advertising. 

* * * 


The Manchester office of Com- 
mercial Advertising Service Lid. 
has been appointed for Reynolds & 
Jackson Ltd., the mail order firm. 
There will be a national campaign. 

° a ~” 


Howards Press Advertising Ltd. 
(Manchester) have taken over the 
advertising for several cinemas and 
theatres in the Lancashire area in- 
cluding the Pavilion Theatre, Liver- 
pool; the Princess Cinema, Wigan: 
the Kings Cinema, Rochdale; the 
Regal Cifiema; Widnes: the Palace 
Cinema, Denton; and the Oxford 
Cinema, “Dukinfield. 

* * * 

Auger & Turner Ltd. have been 
appointed to handle the advertising 
of M. H. Greenman Ltd. in trade 
papers. 

. oe * 


T. C. Bench Ltd. are handling a 
campaign for ‘“Forget-Me-Not” 
greeting cards. Full pages and 
double page spreads in stationery 
trade papers are featuring a selling 
system entirely new to this country. 
The complete range of 200 “Forget- 
Me-Not” greeting cards are per- 
manently displayed on top of a 
specially constructed cabinet in such 
a way that the cards can be seen at 
a glance, but cannot be removed. 
The makers are Philip Barnett & 
Co., Ltd. 

* a +. 

Another new client for this 
agency is Meldons. Advertising for 
this mail order house featuring fur 
gauntlets started on Sunday. Sun- 
day Dispatch, Daily Mail and Daily 
Herald have been used for 4 in. 
doubles. 

& * - 
ADVERTISING ACCOUNTS 


(OVERSEAS) 


Ex-Lax Inc., New York, have 


| appointed Warwick & Legler Inc. 


to handle all the company’s adver- 
tising. One of the best selling laxative 
in the U.S. Ex-Lax has been on 
the American market for more than 
forty years. The account was held 
by its previous agency for 20 years. 


ADVERTISING 


in in the Hathaway shirt 
- i 


This attractive editorial style adver- 

tisement in full colour for Hathaway 

shirts is being placed in the U.S. by 

Hewitt, Ogilvy, Benson & Mather 

Inc.—-the British-owned agency in 
New York. 


NEW_ CAMPAIGNS 
Scheme For Cyma 


Cyma Swiss watches are shortly 
to be advertised nationally by Geo. 
J. Smith & Co., Ltd. Full pages 
will appear in trade papers and 
regular smaller spaces in national 
dailies, Sundays and provincials. 

* * * 


Osborne Peacock Co., Ltd. (Man- 
chester) have placed renewals for 
Vantella shirts in national dailies, 
provincial evenings, class and 
general magazines. The agency is 
also renewing for Vosenar in 
national dailies, women’s weekly 
and monthly magazines. 

ad = * 

Renewals for W. R. Wilkinson & 
Co., Ltd. (liquorice allsorts and 
pontefract cakes) in national dailies 
and Sundays and magazines are 
being placed by Nevin D. Hirst 
(Advertising) Ltd. (Leeds). Re- 
newals for other clients of this 
agency include J. & H. McLaren 
Ltd. (diesel engines) in trade 
papers; Wm. Eyres & Sons Ltd. 
(soft furnishings) in export, furnish- 
ing and women's journals, and 
Ondura remoulded tyres in motor 
trade Press, transport publications, 
and selected provincial dailies. 

* * * 


The Scroll Star ball pen (at 3s. 6d. 
one of the cheapest in its field) 
includes in its Christmas campaign 
the whole back page of the Radio 
Times on December 14. T. C. 
Bench Ltd. are the agents. 

*x * * 


The Wine and Spirit Association 
are appealing to their members for 
funds to launch a national cam- 
paign next year. Plans include a 
national Wine Week, a “Wine by 
the glass’ campaign, and an 
extension of the Wine Gift Token 
Scheme. An instructional film on 
the selection, storage and service of 
wine, with emphasis on ideas for 
selling it, is also visualised. 

J. Walter Thompson Co., Ltd., 
are the association's P.R. con- 
sultants. 

* 


” ce 
ACCOUNTS RELINQUISHED 
Nevin D. Hirst (Advertising) Ltd. 
are relinquishing the account of 
William Freeman & Co., Ltd., 
makers of Freeman's sub-seal hot 
water bottles, as from December 31. 
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PROVINCES TOLD 
OF HOTEL PLANS 


Ten provincial evening and 
weekly newspapers were guests of 
the Strand and Regent Palace 
Hotels for the nondiing of the 
hotels’ new special service to out- 
of-town visitors. 

Each hotel has opened a newly 
Staffed and equipped Advice and 
Information Bureau with the object 
of assisting visitors. Arrangements 
have also been made for the 
delivery to residents on request, of 
the main provincial newspapers. 

Mark Quin, head of Lyons public 
relations, said: “The purpose of 
this campaign is to re-state our 
hotels’ traditional policy of giving 
Special attention to the British out- 
of-town visitor to London.” 

Progressively, the campaign will 
be built up to include letters of 
welcome to out-of-town visitors, 
direct mail with brochures and 
booklets, and further Press trips. 
Meanwhile a limited advertising 
campaign in some of the chief 
provincial dailies and evenings has 
already opened with the object of 
setting out the two hotels’ principal 
amenities. 


Health Appliance 
Ads. In N. Ireland 


Advertising of appliances by con- 
tractors was the subject of com- 
plaints considered by the Northern 
ireland General Health Services 
Board. 

It was decided to deduct £10 10s. 
from the remuneration of suppliers 
who had inserted in a N. Ireland 
daily newspaper an advertisement 
including the words “Appliances 
supplied under National Health 
Service."’ It was stated on behalf of 
the suppliers that advertising of this 
nature was permitted in Great 
Britain and that a mistake had been 
made by their advertising agents. 

In another case, a deduction of 
£5 Ss. was ordered, the firm con- 
cerned having inserted a_ similar 
advertisement in a periodical. 


RUM OCCASION 


Terry-Thomas, W. Barrington- 
Dalby, Charmian Innes, Gilbert 
Harding, Margaret Lindsay, and 
Dinah Morgan (descendant of the 
famous buccaneer, Captain Morgan) 
judged the finals of the Rum 
Cocktail Competition, staged 
by Mather & Crowther Ltd.; adver- 
tising agents for the Sugar Manu- 
facturers’ Association of Jamaica 


Ltd. 

Organised by the United Kingdom 
Bartenders’ Guild, the competition 
involved more than 200 rum cock- 
tail recipes. 

Many people were present at the 
Hungaria Restaurant last Thursday 
ce ey the event—and the cock- 
tals. 


New Catalogue 


A novel catalogue, designed and 
produced by Crane-Wood, Man- 
chester, is shortly to be circulated 
by H. J. Lees & Son (London) Ltd., 
of Manchester and London. Of the 
button-cover type and a four-colour 
production, the catalogue gives a 
short history of the firm's founder, 
details of the firm’s coir rugs, rolls 
and mats, sheepskin rugs and wool 
and mohair rugs together with 
tables and _ specifications. The 
catalogue runs to 30 pages and has 
a pleasing cover of Spraytex. 
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AIR EDITION 


MORE THAN 14,000 COPIES OF “THE TIMES” 
LEAVE THE LONDON AIRPORTS DAILY 


Printed on special light-weight paper, the air edition of “ THE 
TIMES” is identical in size and in editorial and advertising 
content with the copy of the paper distributed at home. 


The air edition of ““THE TIMES” is available in most parts 
of Europe on the day of publication. Everywhere else, in North 
and South America, West and East Africa, Pakistan, India, 
South Africa and Australia, its arrival waits only upon the 
necessary flying time. 


Air transmission across the seas and continents has helped to 
make “THE TIMES” a world-wide medium of British opinion 
and British trade. Advertisers possess the advantage of having 
their advertisements carried to all parts of the globe. 


Copies of the air edition of “‘THE TIMES” were of course 
flown out regularly every day from London to Canada throughout 
the Royal tour, and were regularly received on both the Royal 
train and the Press train. 
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We Hear— 


THAT Frank Goldberg, the 
Australian advertising agent, is due 
to arrive in this country early in 
December. 
* * 

THAT Arthur Cain of Voice and 
Vision, in a talk to Hull branch of 
the Incorporated Sales Managers’ 
Association, dealt with public rela- 
tions and gave specific instances of 
how Voice and Vision have integ- 
rated public relations work with 
the sales ae ws their om. 

* 


THAT to stimulate the further use 
of the best public relations methods 
in industry, the F.B.1. home pub- 
licity committee is organising a one- 
day regional conference at Queen's 
Hotel, Leads, on provenibes 29. 


THAT last Sunday's issue of the 
New York Sunday News was the 
largest ever printed, some editions 
containing 328 pages. 

* * * 


THAT T. B. Browne Ltd. held their 

annual party to view the Lord 

Mayor's Show which passed their 

door at 163 Queen Victoria Street 

during the afternoon. A number of 

clients ry their guests attended. 
* * 


THAT an exhibition of paintings 
and drawings by Raymond Shep- 
pard, animal and bird specialist, 
who has done commercial work for 


Dunlo; — and I.C.I. advertisements, 

at Foyles Art Galler 

yesterday (Wednesday). It 

a December 8. 
* 


THAT a party from the staff of 
Wilkes Bros. & Greenwood Ltd. 
saw the Daily Mail put to bed last 
week, 

* * 


* 

THAT at the Kemsley Newspapers 
(Manchester) staff dance, held at 
the Tudor Ballroom, Belle Vue, 
Syd. Sharman, of the publishing 
department and Henry Hepplestone 
(circulation) were winners of a 
week's free holiday at Middleton 
Tower ake a 


* 
THAT w. S. Crawford Ltd. darts 
— lost to Erwin, Wasey & Co., 
t 


.» ol. 
* * 
THAT by advertising that an assist- 
ant could converse in German, a 
Rochdale hairdressing —_ establish- 
ment, claims to have “cornered” the 
European volunteer worker clien- 
tele in the town. 
* * * 


THAT a publicity campaign for ss 
town’s turkish baths may be 
launched by Bolton Corporation 
Health Committee. 

* * 


* 
THAT President Truman’s speech 
opening the Japanese Treaty Con- 
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all types of 
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Containers and 


Strawboard backed 


Envelopes 
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A huze grasshopper with flashing eyes is attracting much attention at the 


Goodyear stand at the Cycle 


and Motor-c 
struction and design of the stand is by 


le Show at Earls Court. Con- 
‘0ok’s Display Productions Ltd. 


Sere nee. broadcast as the first Coast- 
-Coast television programme in 
ictery, was viewed in 6,348,000, or 
50-5 per cent, of the U.S. TV. 
homes, according to an analysis 
from Nielsen Television Index. 
* * 
THAT the 1952 Daily Mail Ideal 
Home exhibition will be held at 
Olympia from March 4 to 29. 
* 7*~ + 
THAT a film taken at the London 
works of John Swain & Sons Ltd., 
is being used in a T.V. series 
showing the production of a book. 
The programme features Annette 
Mills of “Muffin the Mule” fame. 
. . * 
THAT by far the biggest customer 
for Press cuttings to-day is the 
Government, according to a behind- 
the-scenes article on rrant’s 
Press Cuttings in this week’s John 


Bull. 
” * 


THAT a luncheon reception organ- 
ised by Saward, Baker & Co., Ltd., 
advertising agents for Fortnum & 
Mason, was held on Tuesday to 
inaugurate this store’s new Spanish 
Bar, so called because of its décor, 
a rich blend of deep gold and 
Spanish red. 

cad . * 
THAT an exhibition of the work 
of the Printing, Packaging and 
Allied Trades Research Association 
is to be held at the Connaught 
Rooms next Thu y in conjunc- 
tion with the Association's 21st 
annual meeting. 

~ 


~ ~ 
THAT Viscount Rothermere will 
preside at the fourth annua! dinner 
of the Press Golfing Society at the 
Press Club on Tuesday, Decem- 
ber 11. 
. - 


* 
THAT John G. Wilson, a staff photo- 
grapher on the Stirling Observer, 
was one of the £100 winners in the 
“best action” group of the Picture 
Post £10,000 snapshot competition. 


Trade Papers On 
Show 


Every trade paper represented by 
members of the trade and technical 
branch of the National Union of 
Journalists will be exhibited at the 
Royal Empire Society Rooms, 
Craven Street, W.C.2, on Friday, 
November 23, when the branch 
annual ball in aid of the Widows 
and Orphans Fund is held. 

Firms presenting prizes include 
Marks and Spencers Ltd., Yardley 
& Co., Ltd., Emu Wools Ltd., 
Airwick, Carrs biscuits, Pegasus 
Textiles Ltd., Blue Bird nylons, and 
Walt Disney Toys. 


ADVERTISING 
DIARY 


A 16. 

Pusticiry Cius oF WOLvVER- 
HAMPTON dance. Stewponey Hotel, 
S:ourton. 

Monday, November 19. 

Pusticiry Cius oF 
Raymond Rayner on “‘Speechcraft.”* 
Waldorf Hotel, 6 p.m. 

INSTITUTE OF PACKAGING (Mid- 
land area). C. F. Lein on “‘Pliofilm 
as a packaging material.” 


November 20. 
Pusiicrry CLua or NEWCASTLE. 
“Any Questions. | 


Berks Bucks 
Crus. Eaucationa lecture. Oasis 
Cafe, Readi 

R “Kovenrisma Cus. 
Beverley Pick on “Display and 
exhibitions” (educational lecture). 

November 22. 

BRADPORD PUBLICITY ASSOcIA- 
tion. W. C. Jarvis on “The man 
in management. 


puicrry CLUB 
Joint debate with 
gers’ Associa’ 


November 23. 
Liverroo aND Dtsteict Pusti- 
— ASSOCIATION. W. H. Wilde 
“Classified 
derella or princess?’ 7 p. 
Cius_ oF . 
“Good types” by “Two bad types” 
CH. Butler and H. J. Hewson). 
Aldwych Club. 6 p.m. 
Tuesday, November 27. 
R pawensenne Cus. 
C. Anstice Bro’ “Advertising 
Law” (Educational lecture), 


NEW AD. AND 
PRESS CLUB 


A new club for advertisin 
and women, British and foreign 
journalists, public relations ~ . 

Im script writers, and aut 
to be opened in 15 Wardour Street, 
London, in the New Year. 

Its headquarters will be the 4 
four floors of the building of whic’ 
the ground floor and basement are 

occupied by the recently-opened 
Bene ux Restaurant. 

Proprietor of both the restaurant 
and the club is a Dutchman, Gerard 
Van Der Meer, who owns restaur- 
ants in Amsterdam and Tangiers. 

The club will have full facilities 
for dining, entertaining, and work- 
ing, and will be equipped with tape 
machines, telephones, desks, a 
library, television, showers, dressing 
rooms, and lockers. Entrance fee 
will not be more than 
(country members, half price). It 

estimated that = cost of equipping 
the club will be in the ee 
hood of 


Mark Stone is the Press officer. 
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‘Faithful Picture’ Of Jewish Life 


The 110th <q mye The 
Jewish Chronicle, the of 
British Jewry, was celebrated with a 
dinner and ball given to the staff, 
their families and a. by the 
directors at Selb 
London. last Thu 

M. Oppenheimer, c 
board of directors, presi 

toast to The Jewish 
Chronicle was proposed by the 
Chief Rabbi who paid a warm 
tribute to the paper for its con- 
sistent policy of presenting to Jews 
and non-Jews a faithful picture of 
all developments affecting Jewish 
life. In pursuing this policy those 
responsible were inspired by the 
purest motives, and their sole aim 
was to serve the community as a 


director, responding to 
gave a pledge that The Jewish 
Chronicle would continue its efforts. 
The Hon. Ewen Montagu stressed 
the moderation and complete lack 
of sensationalism that Pe spe emer ra 
the journal, and its high standa 
of accuracy. 
The Jewish Chronicle is the oldest 
Jewish journal in existence. 


* * * 
Sues to a | increased de- 
or Road International, it 


has been decided to _ publish 
quarterly, instead of semi-annually 
as hitherto. The Winter, 1951, 
issue (3s. og 50' cents) contains a 
number of fine monochrome aad 
colour illustrations, Dennis W. 

yes is the advertisement 
manager. , 
* . 

The “Zik” group of West African 
newspapers, represented by the 
African and Co onias Press Agency, 
announces “interim” rate increases. 

in. rates are as follows: 
Pilot, Lagos, 12s.; 
aed Comet, Kano, 6s. ; Eastern 

Nigeria Guardian. Port ‘Harcourt, 

uni 
Defender, 


6s. 

Circulation figure for the West 

frican Pilot is now nearly 20,000 
copies daily. 

* * * 

A miniature edition of the special 
eight-page supplement which ap- 
peared at the time the new trans- 
mitting station was opened at 
Holme Moss has been produced by 
he Manchester E Chronicle 


t q v 
and circulated to radio and tele- 
vision dealers throughout the 
country for free distribution to 
customers. 

~*~ + 7. 


An “advanced” crossword 
is appearing monthly on the 
page of the Rochdale Observer. 
*” ” + 
The bi issue for ten years 
was produced this week by the 
Graphic, which had 24 
pages including an eight-page pic- 
ture supplement on the Royal tour 
of Canada. This size will be main- 
tained next Sunday when there will 
be a further supplement on the 
Royal tour. 
* 


* * 
Prowess of the Scot as a fighting 
man is the basis of a unique feature 
in the 1952 exhibition of Scotland’s 
S.M.T. Magazine Annual. The 
uniforms of the 12 Scottish regi- 
ments are shown in seven pages of 


At the “Jewish Chronicle's” 110th 
anniversary dinner. Left to right: 
the Hon. E. H. Samuel (son of 
Viscount Samuel), J. M. Shaftesley, 
editor, and Mrs. Shaftesley. 


full colour illustrations accompanied 
by — history and traditions of 

The magazine’s 132 pages 
we gt with hundreds of pic- 
tures of Scottish scenery and 
notable events, Advertising support 
is strong. 

* * * 

The Cumnock Chronicle is cele- 
brating its 50th anniversary. The 
Chronicle was edited by its founder, 
J. Walter Crawford until in 1916, 
when James P. Ballantine, owner of 
an old-established Cumnock print- 
ing firm, took over. paper 
has since remained in the Ballan- 
tine family—D. Maclean Ballantine 
being the present editor and 
proprietor. 

+ * a 


Over 450,000 words, 2,000 illus- 
trations, 1,500 separate articles, and 
900 tested recipes, are included in 
Eacy od H 's ses me 

a quality produc- 
tion, durably bound in washable 
white cloth = ar) tage 
The book, 5s., weighs 
nearly 5 Ib. ond is a whole library 

domestic information. 
* ” 
The monthly Setemmaitonss 3 Junior 
has recently been gereaeed 
by The Kerryman Ltd. Tralee. 
London Office is now “92 Fleet 
Street. 
* . 

November issue of Store cele- 
brates the centenary of the birth of 
large-scale retailing techniques, with 
articles on their originator, Aristide 
a a Paris haberdasher, = 


leaflet gives details “of Store's 
fourth annual competition, run in 
association with the International 
Wool Secretariat, for suggestions 
for secrets of success in selling a 
wide range of articles made from 
wool. 

* * * 

Monday's Financial Times carried 

a 12-page British agriculture supple- 
ment, well supported by advertise- 
ments for seeds, fertilisers, and 
farm equipment. 

* * ~ 


November issue of American and 
Commonwealth Visitor includes 
supplements on Leicester and the 
industries of Middlesbrough. 

* * * 

Lessons Square dancing by 
“Doc” fmm 9 a leading 
American authority, are a ring 
every day this week in the the Star. 


“hee Christmas Number of The Sketch is ‘now 


*fout’’ all over Britain .. . 


doing a selling job 
for the many advertisers who planned long ago 
to be in this outstanding number. This is 
another issue typical of the new Sketch: brightly 
and ably edited for young and lively readers 
who respond uncommonly well to the right 


advertising message at the right time. 


SPRING NUMBER - - - MARCH 12 
AUTUMN NUMBER - -OCTOBER 8 
MOTOR SHOW NUMBER - OCTOBER 22 
CHRISTMAS NUMBER- - MID-NOV. 
CHRISTMAS SHOPPING NUMBER NOV.19 


1952 


a IP 


GEOFFREY PHILLIPS, ADVERTISEMENT MANAGER, INGRAM 
HOUSE, 19§-198 STRAND, LONDON, W.C.2, TEMPLE BAR $444 
MANCHESTER OFFICE: §5 MARKET STREET. TEL.: BLACKFRIARS 4109 
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To save you time and money—3 6 per copy (post paid) 


PROCESS ENGRAVERS + TYPESETTERS - ARTISTS 


STEREOTYPERS - ELECTROTYPERS - OFFSET LITHO 


/ 


va COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Equipped to execute all stages of prepared to undertake any phase 
Varityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, however, | own equipment. 


3 RATES ONRS C7... Wits 


MUS. 0653, 4103 


Mechanieal World 


AND ENCINEERING RECORD 
Important Announcement Om j 


Art paper throughout; increased 
size; 133 screen; extensive use 
of colour. These will be some 
of the advantages of “Mechani- 
cal World” as a monthly to be 
published in both London and 
Manchester. Send for rate card. 


MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER, 3 
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Notes on the preparation of artwork 


for reproduction and ordering of 


blocks are a few of the interesting items 
which feature in the latest Swain’s 
publication: To save you time and 
money. This booklet, which is 
profusely illustrated in black & white 
and colour, should prove indispensable 


when discussing blocks. 


SWAINS. 


JOHN SWAIN & SON LTD., 89-92 SHOE LANE, E.C.4 
Telephone : CITY 3871 (10 lines) 


TECHNIVIEW | 1. fortnightly 


key Report enabling subscribers to make full use of 
The TECHNIVIEW SERVICE. 


Many of Britain’s best known industralists, men 
controlling the destinies of famous manufacturing 
orvanisations, are subscribers to The TECHNIVIEW 
SERVICE. 


TECHNIVIEW offers a new and powerful 
medium for advertising to influential men when in a 
receptive mood. 


22 BENNETT’S HILL 
TECHNIVIEW Bitmingham2. Tei. Mid. 1918 


245 VAUXHALL BRIDGE ROAD, S.W.1 


Design, Copywriting Print, Display & Photography 


* 


DESIGN FOR SELLING 
* 
Please contact Groop Director, W. Warner 


_ ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
ViCtoria 5303 (6 lines) 


EMMOTT & CO. LIMITED, 21 BEDFORD STREET, LONDON, W.C.2 | 


M.W.12 
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Legal & Gazette 


FALSE LABELS 
For selling three items of rayon cloth- Joun Josern Woop, of 434 Quinton 
scrib el at = ‘ . personne! and 
7 pitt & Sons 
. left £11,853 7s. Lid. 
gross, £11,787 6s. 10d. net. 
Lapy ANNtE Lucy Winrrey, of 
- ce for selling House, Castor near Peterborough, 
garments and three for applying a false settled estate valued at £17,256 
trade description. 
Defendants, pleaded guilt 
Three garments, a oa of ladies" papers 
slacks, a blue and white flowered dress, WILFRED ALEXANDER HILL, of 5 Stour- 
and a pink sports blouse, purchased on cliff Close, W.1, public relations officer 
instruction of the Irish Linen Guild, were of the National Farmers’ Union, left 
found to be composed of rayon and not £3,102 7s. gross, £2,772 8s. 9d. net. 
containing any linen whatsoever. 
A photograph was produced BS egy 
the slacks and blouse in the window 
the defendants’ shop from which it was New Com 
possible to read the labels, describing the . 
items as “linen blouse” and “linen William Samuel ( ) Ld, 1 
slacks.’ Philpot Lane, E.C.3. Advertising and 
Fe coumeet gaia the Irish ng <2gemts and specialists. | Nominal 
inen Gui rought such proceedings in 
order to protect the public—and the 5 Davidson, Edwards & Redfern aA. 
housewife in particular—as well as linen erm ma sing. sues 
manufacturers. Some rayon Pam Ro orrapaic -r PP nm sem 
look so much like linen, he said, that it M T's gone E Syl 6. Randall i 
would take an experienced eye — tell the Raker. avis and vivia Hight yy 
2 -Display s o 
ae . Erdington, Birmingham, 23. Designers 
and producers of all kinds of advertising 
displays, photogrestess Nominal aot 
£16.88. Directors: R. Baker and G. 
er 
mecting of creditors of J. K. Clayton Advertising y Led., 
A.E.A. ADVERTISING LTD., 52 Gloucester Royal Cemra'c Chambers, Windmill "street. 
on, W.1, advertising agents, 
Inveresk House, Strand, 
s on Friday under a winding-up 
order made against the company on 
October 15. 
The Official Receiver told creditors that 
the company was formed in June 1949. 
with a nominal capital of £100, all of 


company had 
obtained the advertising rights for several 
independent cinemas and in January 1951, 
the owners of one of those cinemas, who 
had granted the exclusive advertising 
sisi ts the company for the year for AD) 
, obtained judgment against the com- Claugh' Darby shire 
pany for that sum and costs. As the ie Ss ~~ to 3 Sonne 
a remained Re Presented Stationer, editorial 4 nt 
u petition to wind-up the company. 001 « i 
The Official Receiver had been unable Danes + ondon. ee eee 
to obtain any information concerning the Ltd., 
management of the company and the W.1. 
only books of account so far produced (head office) 
Street, Glasgow, C.2, 


Radio 
to 85 New Cavendish Street, 
Milne L 
were a cash book and a purchase: journal. to 216 Bothwell 


The statement of affairs disclosed liabili- 
ties of £764, of which £200 was duc to a 
debenture holder. Assets were 
to realise only £6. 


The matter was left in the meats of the EXHIBITION AND 
Official Receiver as liquidato: I STANDS 
DISPLAYS OF QUALITY 


The first meeting of creditors of U. V. 
BeaMs Lrp., 15a Hay Hill, London, Ye, T. RBOBINSON 
lighting and publicity specialists, was hel 
on Friday at Inveresk House, Strand, STUDIOS, LIMITED 
W.c.2, — a winding-up order made 72a Plough Rd., Battersea, S.W.1ll 
against t company on October 8 

The company was formed in December Tel. Nos. Battersea 5300 & 4886 
1948, with a nominal capi:al of £3,000, 
of which £2,490 had been issued, to carry 
on business as publicity specialists with 
special reference to the manufacture and FOR GOOD RELIABLE 
sale of ultra-violet and fluorescent signs 


and lighting 
The company’s failure had been partly 
attributed to insufficient working capital 


and to suspension of outdoor lighting at TO MEET EVERY REQUIREMENT 


from November 30. 
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CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


BUSINESS OPPORTUNITIES SPECIAL ANNOUNCEMENTS 


oy Lae 4 FACILITIES offered designer, 
W.6. Share room, air-Drush vee 
kg telephone. wterms Wei 
Box 9287 Ad. Weekly 180 Fleet St pCa | Attention 
DRAWINGS for Advertisers and 


Pub- 
lishers. W Partridge. 23 Bloomsbury Overseas Advertisers : 
Square, W.C.1. MUS 7181 All P 


SALES AND WANTS Indonesia (population 
ADREMA standard § clectric orimting 70,000,000) has adopted Eng- 


- non-selector H j i 
in #004 a weed lish as their first foreign 
4 een serviced regularly. ¢ ' 
——, a. a, £75 Os. Od. language! 
pply: irlec id., yburn Road, s id 
_ Erdington, Birmingham, 34. ‘ Bankers, Booksellers, News 


‘EO $00. Duplicator with 2 rollers . 
Hardly used. Best offer over £100 papers, manufacturers, ex: 


Box 9277 Ad. Weekly 180 Flect St EC4 porters, shippers, wishing to 

CHANGE OF ADDRESS advertise in Indonesia's oldest 

and largest daily, The Sin Po 

KIRKSTUDIO LTD of Djakarta, please contact: 

have_removed to The Manager, Cathay De. 

24 HOLBORN velopment Co. (London), Ltd., 
LONDON, E.C.! weenie: Dicias 
CHAncery 4713 Tel: MUSeum 0646. 


PRINTERS See November | issue of Adver- 

ey MS Meretanines “ios | | Gor’ che Adtoreboog Beevtone 

Soc, Vers “Meets eas’ | | acccttes Senten peovonber 
Welwyn Garden City, Herts. . 


PRINTING. QUOTATIONS rcauired | | 29 will be the next issue con- 
_- sundry Official Time-tables. Inquiries taining these services. 


Box 9290 Ad. Weekly 180 Fleet St BC4 


COURSES ti 


6 HT SRS 


ee hal EVP 


the end of 1950. 

The statement of affairs showed liabili- REGINA STUDIOS ‘SIGNS & DISPLAYS) LTD 
ties of £4,457 against assets estimated to 22. GE, SO | 
realise £783. . an 


resolution was passed for the ~ vonal Artention t@ & Jn ries = Cosneenas 
ppennees of Mr. N. W. Osborne, Lomplete and Guaranteed Service in the Fullest Sense 
A.. 


Cc. 1-12 toenapad Square, London, 
E.C., . liquidator 


1 Iiwn buick SERVICE 


of Multilith and Rota 
yon Aa h quality. 
rw cont nanaste service and fn) ee = ain Co 
fo of business oon which The hater 9 fcomact_the Fe: 
oan et customer support You are # pt co 
Dee Terenisns 2691—where you will recei 
attention. “ALLIN” SERVICE ; 
concerns find the Strand ¢ ome be a 
at ae ae basic data then the oe. ad from 
om A pan By plate > seed for your 


HE STRAND LITHOGRAPHIC CO. LTD 
157 FARRINGDON RD. LONDON E.C.I. Telephone Mee anna —e 


= ie 


What is your 
Job Specification 


for an 
ADVERTISING EXECUTIVE? 


oe ee TS, lead Eada 


The specification laid down for an efficient executive 
in agency, advertising department, or newspaper office, 
grows yearly more demanding. 

Are you as an employer satisfied that you are ear- 
marking and bringing to maturity men who can 
eventually take positions of responsibility in your 
organisation? Are you as an advertising man anxious 
to extend your field of Knowledge? 

The Leicester Colleges of Art and Technology, in 
consultation with the leading authorities, have planned. 
a national and semi-residential course in advertising 
designed to produce executives of the right calibre. 
This “sandwich” ‘course embraces practical project 
work, discussion groups, and _ preparation for 
examinations. 

As candidates wil! be interviewed in early December, 
application for fuller particulars and prospectus 
should be made at once to: 


The Head of the School of Commerce 
LEICESTER COLLEGES OF ART & TECHNOLOGY 
The Newarke ~* Leicester 
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APPOINTMENTS VACANT APPOINTMENTS VACANT 


ay th ge T miy local magazine, 
requir or monthly local magazines. 
Writ — " and per line, per display 

salary’ required to Secretary, Billing & panel inch ’ : | | CERWIN, WASEY & CO. LTD. 

Sons, iid. Printers, Guildford. * x A 

uired by well-known BE PREP: d u — 

firm of Ticket Primers in Uxbridge. Weekly,” 180 Fleet Street, London, E.C.4. CH Anccry 8844. require a kin 
Write, with full details of age and cex- 


perience, to Ron sdeh.  Frost-Smuth APPOINTMENTS VACANT Typographer 


THE AMBASSADOR has ' 3 
LETTERING its Production Department foe a Yount Young, used to working on 


ARTIST f Smine "Gata peoes h || PRINTING OFFICE | | | "ations! Press advertisements 
to * Genera! nager. 5-d: wi 4 u nuati 
(Ist CLASS) Bees BOR runing Co MANAGER’S ay week. Superannuation 


vs a scheme. "Phone for appoint- 
WANTED rapidly expanding. for ASSIST. ANT ment to A. K. Kennard 


~ ¥ vy og e. T.0. £10, £20,000 

cirenlys tears anotret || Reeser sad gence || rewired by London fm of oe 
. , f ass . cover ; 

manship is beyond dispute sheet posters. Reply in nee oe pe TECHNICAL ARTISTS required for ex- 

and who can work fairly Box 9251 Ad. Weekly 180 Fleet St BC4 ust i panding In- 

fast. cate standard. A knowledge teresting and varied work on aircraft 


eee We ADVERTISING of litho printing and kindred All types of treatment “may be expected 


and only good, all-round men need 
be prepared to justify your MANAGER ate eee ee apply. Whe, fivng, dials exper 
ability if called upon, a : ; be required to prepare closing work. specimens (returnable), to 
WRITE giving desails of required by large National Ad- estimates and know some- Personnel Officer, Saunders-Roe, Lid., 
a rt ed ith the 7 . __ East Cowes, LO.W 
experience to date, age and eceesadiee tndiniare eS thing of buying materials EXECUTIVE between 30 and 40 te- 
A % ° . % quired b: Ml k - 
salary required to Produc Fine opportunity for ambitious pen nreviplymentnee ing about 3.000, with large internatvonal 
tion Manager, and live man with personality position, excellent pros- connections, to take over tus responsi- 
; . ity t nd 
GREENLY’S LTD. to commence, organise and con- pects. Apply advortsing dparimens Fees co-operate 
wit t ir adverth ts peri- 
5 Chancery Lane, tral smenentang salary £1,500 per | | | JAMES HAWORTH & BROTHER LTD umiog executives” alresgy 
London, W.C.2. eaten . Rossendale Works, Chase Side ~ pe i O-- 
Send details of age, education Southgate, London, 0.64 ng haga ound carkctng 
J i wi 
PRODUCTION EXECUTIVE. _Inicrest- and experience to be in London. Only people who have 
FREE LANCE ARTIST, first class - 
aa any aa. Box 248 - gg gg? eins in oa —— already held executive appointments 
ial d 


Advertiser's Weekly, 180 Fleet St., E.C.4 layouts and designs, L-- 4 or 1 An Wee ge Se 


ry, etc., 
; SMALL WEST END AGENCY have ¢ 
“St An shit Man- vacancy for Production and Oeics — __ Box 9263 Ad. “Weekly 180 Fleet St BC4 


pee | 1on ———— 
YOUNG PRODUCTIO? ——— he a a BURROUGHS WELLCOME & ©O., have it 
to handle = om -  B - and who San staid of ah ini a vacancy for a pharmacist as a copy- °o wr er 


Catalogues Write es pa comprise —_ 
Box 9352 Ad. Weekly 180 Fleet St EC4 Box 250 Ad. Weekly 180 Fleet St BC4 ~ ace and veterinary 
: and advertisements. Previous experi- + 

- ence desirable but not essential. Orne with mail - order 

and pensicnable 

a . 

and direct - mail 

experience. 


quired, The M . i 
Publicity ‘Division oughs experience 


Burr 
TH € L P £ 4 ~ 183/193 Euston Road, London, b 
eon ee PUBLISHERS OF nation-wide offic required 


publication offer highly aeeanaraees 


positions to top grade space sales 
frst 


: Fommaion, “pits fit cas railway | | y Ging London Book Pub- 
is looking for. a Box 236 Ad. Weekly 180 Fleet St ECS thin ting araaias 


ARMSTRONG-WARDEN LTD. educa can 
require an all-round Artist of peoved young ted man who 
ability, including lettering. One 


combines high quality work = write clear, convincing Sales 
VISUALISER sedtheah ree ot 


copy. 


69 New ore Street, 
or telephone TEMple Bar 6351. 


Must be good teamworker 

with ideas and __ initiative. 
NCED AY C€ > eee 

A man who combines both promise and per- med, to take posi Excellent opportunity in a 


, salary rogressive House for right 
formance. Experienced, but not too set. The quired to Decor Agvertiing. 46 prog gh 
‘ob i ied and sete It calls f tive! eee pO CE SALES in man who may at the moment 

is varied and responsible. calls for a live ACE SALESMAN ; , 7 
= : po t y wanted = Va ogy oo be seeking to improve his 
mind, the ability to create, sufficient know-how to selling. Write or phone for appoint- 
ment, Art Maddox 


take a campaign through to its final presentation. isedon Wit MAY 7059. 


Please write a full letter—but do not send speci- 


scope and prospects. Write, in 
confidence, stating experience, 


age and salary required (send 


ens—stati ience i advertising methods and procedure for . : ; 
mens—stating your experience, age, salary desired. bubicity wera Slime Re BN no specimens in first instance) 
chester id i corres- 
Address to Group Manager, Group A, London pondence on publicity cae. “ith to 
French or Spar yey F Box 9266 
in’ mch or Spanish would an advan- 
Press Exchange Lid., 110 St. Martin's Lane, tage but is not essential. Applications Advertiser's Weekly, 180 Fleet St., E.C.4 
with full particulars — be sent to 
London, W.C.2. mperial Chemical icals) 
Limited, Fulshaw Hall, Wilmslow, YOUNG WOMAN required for interest- 
enester ing work on the advertising side of a 
ARTIST, a real first her te- m Fleet Street group of 
b iT Studio 
in Pee “gbie wo axe share ofS will be able to type Particulars of ex- 
be treated with strictest confidence. pa ton go and approximate salary re- 
Fee Ad. Weekly 180 Fleet St BC4 ' Box 9285 Ad. Weekly 180 Fleet St ECS 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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1951 


APPOINTMENTS VACANT 


PUBLICITY 
REPRESENTATIVE 


Energetic Public Relations man 
required for the Home Market 
to arrange dealer co-operation 
and point of sale support for 
Nationally advertised product. 
Must be free to travel exten- 
sively. Car provided. Must be 
experienced in advertising and 
sales promotion and be able, on 
occasion to give arranged talks 
to selected groups. Write 
particulars, experience, salary, 
etc., to Norman Jones, 


THOMAS FRENCH & SONS LIMITED 
Chester Road - Manchester, 15 


NOVEMBER 15, 


OSBORNE-PEACOCK COMPANY want 
a Visualiser with original ideas. 
Thorough working knowledge of hi og 

a flaw for design essen 


in the first 

ector Production, Osborne: 
cock Co. Lid., 11 Piccadilly, 
chester, 1. All ~ er will be 
treated in strict confidence. 


CLASSIFIED SPACE SALESMAN is 
A by well known publishing 
house. Must have had general experi- 
= 3 this type of selling. Salary 


Bor 9: 9293 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


LAYOUT MAN required by Publicity 
Deparument. C — i k 
ledge an advantage ull particulars 


to: Linotype & Machinery Limited, 
_ Fetter Line, Lon 


age 17/19, re- 
quired for secretarial work in Editorial 


Department of  well- oe weekly 
periodical, Salary £5 
Box 9280 Ad _ Weekly fo. Fleet St _EC4 


free lance subscription 
agents calling on retail and wholesale 
mens —— trade (ali districts). Liberal 
COGREEREES 

Box 9275 ‘Ad. Weekly 180 Fleet St EC4 


Young, widely experienced, 
required by leading indus- 
trial organisation. Must have 
sound journalistic training 
and be a good organiser. Ex- 
perience of reporting and 
feature writing, knowledge of 
newspaper make-up and 
Magazine production js essen- 
tial. The post offered is a 
strenuous one involving con- 
siderable travelling. Salary 
£700 p.a. 


Box 9269 
Advertiser's Weekly, 180 Fleet, St., ELA 


FIGURE ARTIST with general all-round 
ability required for Studio in London. 
cxperienc men — apply. 
rr ‘ars salary, etc. 
Box 9290 . Weekly 180 Fleet St BC4 


FASHION ARTIST vacancy 


in well 


ee og TO ADVERTISING MAN. 
+ age not over 30, required by 
Manufacturing Engineers at ther Lon- 
Office. Must be able to produce 
rough layouts and sound “copy.” The 
work is technical and involves all forms 
of advertising routine including printing, 
blockmaking, exhibitions and contact 
with agent. Excellent A. Sega to 
train in specialised advertisi 
manency. — my qual 
age and salary requir 
Box 9288 Ad. Weekly wie Fieet St BC4 


VACANCY OCCURS IN New Year for 
keen young lady as Editorial Secre- 
tary for Publicity Manager in N.E. Lon- 
don. — modern ae, Dieasant 


English, 
accurate ‘shorthand / typing, 
ge —— one other 
ails to 
Box 9289 Ad. Weekly 180 Fleet St BC4 


tions, 


Two vacancies in Production 
Department of ever expand- 


ing London Advertising 
Agency. 

1. Production Assistant, 
aged 21-22 who has 
good working know- 
ledge of Production 
routine and who has 
tackled copy detail with 

a some success. 
: 2. Female 


Copy Detail 
aged about 18, 
who has had some ex- 
perience in a_ small 
agency, and is ready to 
tackle a larger job. 
Write fully, giving age, experi- 
ence and salary required to: 


Box 9268 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TEENAGE GIRL required as production 
assistant in London Agency. Previous 
experience of production or copy 
despatch an asset. First class oppor- 
tunity for a keen wpe anxious to get 

LOane 0 


CAYOUT MEN able is “prepare : slick 
visuals required by large studio. “—-. 
a previous experience and 


ired 1 
_Box 23 232 "Ad. Weekly 180 Fleet St EC4 
YOUNG MAN required. Good education 
and appearance, Nationa! Service com- 
Reh G0od pros: 
wh 


pects if suitable with 
class colour printing 


+4 9264 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


a by large London re- 
il house. Applicant should 
have extensive experience of 
direct mail and must know 
catalogue production 
thoroughly. Write stati 
age and full details o 
previous experience to 
Hartleys, Wilkins & Flew, 
Chartered Accountants, | 
Central Buildings, Westmin- 
ster, London, S.W.1 


FIRST CLASS ARTIST, 
for London Studio, Studio or ‘Agency 
experience essential. Write stating full 
particulars and salary required. 

__ Box 9265 Ad. Weekly 180" Fleet St BC4 

REPRESENTATIVE to scll unique home 
and export market directory (price 45s.) 
to merchandise mpnatas —_ 25 per 
cent commission bas area. 

__Box 9259 Ad. Weekly. “190. ‘Fleet St 


— etc., 
jox 9262 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


LETTERING AND GENERAL ARTIST 
seeks se ay 3 or 4 days 
pax 33 9578 Ad. Weekly 180 Fleet St BCs 

LAYOUT 
be in London Agency 
Box 9260 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds 


APPOINTMENTS WANTED 


PRIMARILY ARTWORK-—Posicrs, 


bro- 
chures, 
signs 


layouts, etc. De- 
ho, 


secks post he can fully develop 

his abilities. W. or N.W. London 
Ealing diswict given fa 
Suburbs or provincial also considered 
Free mid-January 
__Box 244 Ad Weekly 180 Fleet St BC4 

DESIGNER - DRAUGHTSMAN — with 
modern approach to exhibition struc- 
tures and portable displays wishes to 


secure senior appointment with ogy 
firm—medical, veterinary. scientific, 
ustrial of —w here bom, 


d consumer—w 
initiative and sustained effort will be 
apprecia' 
__ Box 9272 Ad. Weekly 180 Ficet Si BC4 
CADY, MLA. seeks outlet for diverse 
abilities in Public Relations field Dre- 
ym A in fashion or related indusicy in 


Full 
or part-time. Posts held in works and 
relations, also in Advertising 

Successful writer and broad- 


239 Ad. Weekly 180 Fieet Si £4 4 


eduction and cop: 

) Ad. Weekly 180 Ficet $ St bC4 

SHORTHAND. TYPISTS. Private Secre- 
taries, Clerks. etc. If you are ip urgent 


H "WW 
(WHltehall oe 
efficient person: 

ARTIST. Prev — studio 
Fashion, figure, 
layout, 
2 years’ 
salary considered 
Box 9256 Ad. 


specialise in 


expernence 

illustration and general 

London appointment preferred. 

<-> Cen rey 

€ position 

Weekly “180. D Fleet St BC4 

A DA.A. age "27, at presem with 

agency, now +s s change to clicnts 
side as assistant advertising manager 

Box 9254 Ad. Weekly 180 Fleet St BC4 


ADVERTISING EXECUTIVE 
with D.A.A. (aged 26), seeks an 
immediate situation in London cither 
in print Suying or poetuates section 
of Advertis: 


Agency or responsible 
post with National Advertisers 
Write to 
Box 207 
Advertiser's Weekly, 180 Fleet St., E.C.4 
MAN, 36, experienced production and 


space selling seeks progressive position 

South hen England. A.A. joma. 

Car ow 

Box 9253 Ad _Weckly 180 Flect St BC4 
ARTIST /DESIGNER sccks progressive 

position designing displays and exhibi- 

tion Y oe Good working drawings 


Box 9257 Ad. Weekly 180 Fleet Si BC4 
GOOD ALL ROUND ARTIST, wide 
experience including art-buying, secks 

po position with scope in small 


Box 92 9258 Ad. Weekly 180 Fleet S: BC4 

PRINT BUYER practical experience 
capable of seeing work through ffom 
start to fini Agency knowledec 
F. wn, 48 Lambourne Gardens, 
oan E.4 

ACCOUNTS | VOUCHERS. ~ Manager 
Gs) bas 21 years’ experience Adver- 
tising A, ies and London Represcn- 
tatives (Home—Overseas), secks change. 


rite 
_ Box 9255 Ad. Weekly 180 Fleet St C4 
LADY. . desires post as technical artist. 
years’ experience publications. film- 


strips. 

Box 9273 Ad Weekly 180 Fleet St EC4 
JUNTOR (Female), four years’ 
commercial art school experience (Bo't 

Court), requires position in studio or 

agency. Write: 

__Box 9279 Ad. Weekly 180 Fleet Si EC4 
MSIA Desiener (36). not unsuccessful in 
product, exhibition and print desian 
seeks retainer or part-time job with 
-¥ Of national advertiser 


agenc 
_Box 9281 Ad. Weekly 180 Fleet Si EC4 
LAYOUT AND GENERAL A ARTIST 
(including figure and typography $ 
years’ experience. First class Studios 


Avene es. 
Box 9261 Ad. Weekly 180 Fleet St bC4 


ACCOMMODATION 


PICCADILLY CIRCUS, ncar, 8/C suite 
of 8 offices (2 large), total arca |.750 
sa. ft. Lease approximatcly 18 ycars 
Rent £1,500 pa. Brett's ow 353 
Nesmon Road, $.E.27. TU n/3. 


to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


REE 


NCE SERVICES 


CARTOONS, ILLUSTRATIONS, cari- 
humorous treatment of publi- 
Trade and house journal features 
Neil Nettleton, Blackthorn 
Hassocks, 
cL FIGURE ARTIST re- 
quires free lance commissions 
Box 9276 Ad. Weekly 180 Fleet St BC4 
Cc OMEN’S fashion artist 
(Male), seeks additional contacts. Part- 
tume work considcre 
Box 9283 Ad. Weekly 180 Fleet St EC4 
FIRST CLASS COMMERCIAL ARTIST, 
now free-lance, secks o 
years’ experience in 
lettering, still-life, etc 
Box 9284 Ad. Weekly 180 ‘Fleet St BC4 
YOU WANT IDEAS, Ar-work, Copy. 
Print—4talk it over with experienced 
men who appreciate to-day'’s business 
ems and will not indulge in 
expensive and fanciful schemes 2 
HOL 6021 of write SG. Lid, 16 
Took’s Court, B.C.4 me 
RETOUCHER. ~ Lone qgiperience. secks 
free a arrangeme 
Box 17 Weekly. 180 Fleet St EC4 
GENERAL ~ ART: Fashions: greetings 
cards: illustrations: layout 
Box 115 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED COPYWRITER (11.450 


a 


salary), can take on free lance work 
preferably writing “selling” copy. 
epared to advise on copy platform. 
Box 9274 Ad. Weekly 180 Fleet St BC4 


SINESS OPPORTUNITIES 


SALES & PRODUCTION 
DIRECTOR 


for expanding publishing 
company on South Coast 
specialising horticultural 
magazine and books; 
import, export technical 
(U.S.A.) books; and ad- 
vertising contractors. 
Audited accounts. Ex- 
cellent opening in ideal 
surroundings for young 
and energetic person. 
£3,000 investment _re- 
quired. Reply to Solicitors 


Box 927! 
Advertiser's Weekly, 180 Fleet St., EC. 4 


CAMERA TALKS (photographers) 
Specialists in Educational Filmstrip 
Production. All enquiries to Camera 
Talks, 23 Denmark Place, W.C.2 


INTEREST given in S.W. London Prim- 
ing Company to person(s) or firm, who 
can supply general printing in quantity 
Box 247 Ad. Weekly 180 Ficet Si BC4 


DESIGNER (MSIA), with smal! business 
in product design exhi a and 
display, wishes to conta someone 
_ about £1,000. preferably as work- 


Box Qasr A Ad. Weekly 180 Fleet St BC4 


TO NEWSPAPER, MAGAZINE or 
TRADE PAPER PROPRIETORS 


A well-known and established 
firm in the advertising profes- 
sion is willing to take over the 
complete responsibility for the 
selling of Advertisement space 
on behalf of the proprietors 
of a similarly established 
Newspaper, Trade Paper or 
Magazine. Write in the first 
place (in confidence) to 
Box 929! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


(Continued on page 377) 
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TuHurspay, NOVEMBER 15, 1951 


55/- (overseas) 


STOP PRESS 


PRINT OUTPUT 
BOOSTED BY 
INCENTIVES 


As result of incentive scheme at 


by beginning of Slovenian averaged 
24 per cent above June figures, 
Malcolm Graham, chairman and 
a director, said at News- 
Society’s incentives session. 


earned b pe 

from 31s 8d. in first week to 40s. 
for week ended October 20 Scheme 
had also toned up general efficiency 
giving cleaner paper and allowing 


Read how to 


ating 
blem 
productivity i} d by i ti 
scheme could be used on other 
work. Gradual introduction of in- 
centive schemes would enable 
industry to handle extra work when 
more newsprint was available. 


LISTENSHIP 
SURVEY FIGURES 


Radio Luxembourg listener re- 


‘© TRANSFER ” 
TO YOUR PRODUCT 


with Brilliance and Durability 


This is not just another catalogue, but an unique paint, containing secret ingredients, 


° 
Ei 
; 
E 


pT a 


nt 


unbiased editorial article which appeared in the which not only ensures amazing durability and ] search test shows average daily 
journal “Product Finishing.” In this article, the brilliance, but enables marks of any size to be | listening figure Sunday to Friday 
Editor tells the story of the rapid rise of the applied by unskilled labour, without unsightly - — < adult n 
patented “Trapinex” Paint Transfers to world- film. “Trapinex” Paint Transfers do not call for row eave 


wide fame, and demonstrates some of the uses 
for this remarkable product. 

Quite different from all other forms of trans- 
fer markings, the “Trapinex” method uses a 


URGENT! The increasing demand for TRAPINEX 
(3 times last year’s average!) and the paper shortage 
may compel us to reduce the frequency of our 
advertising. Take advantage of this offer and get 
your copy of the TRAPINEX Brochure NOW! 


varnish-fixing or any overcoat to provide addi- 
tional strength. 
It is impossible to list here the thousand and 
one uses of “Trapinex” in Industry and Adver- 
tising but Executives, Works Managers and all 
concerned with marking in any form are invited 
to send for specimens and the interesting 
“Trapinex” Brochure. 

If yours is a very special problem, the 
“Trapinex” laboratory and designers will gladly 
collaborate. 


Trapinex (Regd.) Paint Transfers are fully patented and manufactured only by— 


TRAPINEX LTD, 100 COMMERCE HOUSE, HIGH ROAD, LONDON N.22 


TRANSFER MANUFACTURERS AND DIRECT PROCESS PRINTERS 


Phone: Bowes Park 6811/3 


Grams: Trapinex, Wood, London 


Cables: Trapinex, London 


by Wisk 8-9 per cent; Top 
Twenty (not sponsore: 9; 
Twenty Questions (Craven “A”), 8 
fer cent; Op 
orlicks), 7 per cent. 
ber issue of harles 
Graves’s magazine “208,” which 


will publish 
four top programmes in popularity 
poll. Understood that easily most 
not tte, i miy 10 days, 
{ only days, 
“208” has sold 60,000 copies. 
As culmination of “Facts About 
‘Picture Post’” fortnight 75 space- 
ers and wives queseinel ty by 
7 Post” at London Palla- 
dium last night (Wednesday). 
night was designed “to bring home 


Donaldson 
wm manager of of ’ Spicers Lid. 


complete 
installed. within 57 days 
oa at their works in Westmoreland 
Dublin. 


Published by the 
November | 


BUSINESS PUBLICATIONS, Led., 
1951. Printed in England by Staples 


at their office at 
Printers Limited at their Great Titchfield 


at 180, Fleet Street, London, E.C.4. (Phone : 
Titchfield Street, London, 


Chancery 8844.) 


is ny ~p nae bah ‘gar a >. a as) ie ea ¥ is 3 a ne i 
; — a ee SE —— oe rn ee : ' . ae a 
caf ADVERTISER'S WEEKLY a 
Adverti ser’s 
S. a copy 
wore eekl Lez 
° G.P.O. AS A We Post free 
; NEWSPAPER a 
RR 
J 
: Have 7 ee 
E { <j eee nem a a i 
‘. you had fea > 
your . = | 
Rec, ‘ 
a a a re f . SP “Express and Star,” Wolverhamp- ; 
=—— a ae = 
. “ == Laltkg > ; *. BBS, & o 
we, , Ce a SSS S35 ¢ 
~ =, — SS SS < 
———— oY a an SS 
; a Ce = Oe : > FS Ne SS. : Output per man hour was up by 
, = “rt ny ange a SSS 40 er cent and average bonus F 
5 OE a ey a SSS 
; . 4s : <= 
; - / _— a SS ‘ ‘ 
> =. = = SS more late news. 
‘er _ G. Li. Jones, Society’s labour : 
adviser, said over 30 general print- 
: ; ing establishments had schemes 
.. operating, but in provincial dailies 
, ; newsprint shortage limited amount 
a Po of work available. In dual houses 
, . a | 
a eee 
; 
pe 
2 , 
a Top shows: Graci biel sp. a- 
2 gives month , ‘ of 
‘ 
| RA } A r X is : nc 
; Ta 
= ) to space departments facts about 
BS mn | ‘Picture Post’ as advertising 
4 medium.” 
ee 
ee eS Pe Po 
, LL LE A MM nn i Te 
| 
5, ment. 


